$1,800,000 Ad, 


by Oil Industry 


Petroleum Institute 
to Do Own PR; Fred 


ture as of Jan. 1, 1950. 


formerly handled by Eldean. 


ing the account). 


o the 
vices and other activities. 


their 


capacity to the OIIC. 


In one of the important speeches 
during the meeting, Claude Rob- 
inson, president, Opinion Research 
conducted public 
Opinion surveys for OIIC in 1946 
again this past year, reported 


vided Corp., which 
and 
on his latest findings. 


thole- 
S why ni 


Sive’”’ 


og ical (/ 


is progressive”). About 40% think 
th t the industry is “competitive” 
a | 36% say it is “public-spirited.” 

owever, Mr. Robinson declared, 
27 6 still say that the industry is 
“tr onopolistic” and 14% say it is 


TO - 


2edy.” 


he public has not changed its 
°; nions on a number of critical 
‘Ss ies. About one-third of the peo- 
P think prices are too high— 
“ee times as many as felt ‘that 
‘ \y in 1946 when prices were fro- 
2 1. And the number who felt that 
r ofits were excessive still is un- 
( 


mfortably high. 


ead is tremendous, 


Ward, 


(Continued on Page 71) 


PR Drive Okayed 


Eldean Group Dropped 


Cuicaco—The American Petrol- 
eum Institute will spend about $1,- 
800,000 on its advertising and pub- 
lic relations programs during 1950. 

However, the API, at its 29th 
annual meeting here last week, an- 
nounced that the Fred Eldean Or- 
ganization, which has been han- 
dling the institute’s public relations 
campaign, will be out of the pic- 


The API department of informa- 
tion will be expanded and will take 
over the public relations activities 


As AA went to press, it appeared 


a lovely Atdchenaider 


SPECIAL—Mullins Mfg. Co. has scheduled 
this four-color ad for a special Christmas 
promotion in December issues of Better 
Homes & Gardens, Good Housekeeping, 
Household and Woman’s Home Compan- 
ion for the Youngstown Kitchenaider. 
Dealer promotion material includes a 
miniature model wrapped in red cello- 
phane for presentation to the woman 
who receives the Kitchenaider sink as a 
Christmas gift. 


unlikely that there would be any 
change in the agency handling the 
advertising (Sullivan, Stauffer, 
Colwell & Bayles has been direct- 


s Close to $1,000,000 of the $1,- 
800,000 total will be spent in na- 
tional advertising. Another $500,- 
000 is expected to go to public re- 
lations activities of the Oil Indus-, 
try Information Committee. The 
remainder will be spent on print- 
ing, mat production, agency ser- 


About $200,000 of the total will 
come from public relations funds. 

A resolution passed by the board 
of directors commended the Fred 
Eldean Organization for its “con- 
structive services in the planning 
and administration of the program 
to date.” The board also author- 
ized the API president to retain 
the Eldean group in a consulting 


® He said that 65% of the people 
v think of the word “progres- 
as describing the industry 
PI’s theme has been “petroleum 


Beard Named as 
New Executive 


Head of ABP 


Replaces Knisely; to Be 
Named President in New 
Lineup of Officials 


New YorK—William K. Beard 
Jr., McGraw-Hill Publishing Co. 
vice-president in charge of re- 
search and promotion, last week 
was elected executive vice-presi- 
dent of Associ- 
ated Business 
Publications to 
succeed Stanley 
A. Knisely, who 
has occupied that 
position for the 
last 10 years. 

In making the 
announcement of 
the change, James 
G. Lyne, presi- 
dent of Simmons- 
Boardman Pub- 
lishing Co. and of the ABP, said 
that the association’s executive 

(Continued on Page 8) 


W. K. Beard 


Mr. Robinson said that the job 
since the 
“ly direction that prices can go 
‘an inflationary period is up- 


Higher prices, he continued, will 


Head or Heart? 

2 ways to the pocketbook. 
See ‘Salesense,’ Page 66. 
Other features: 
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Voice of the Advertiser .................ccc00c000 68 
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Sell, and Stop 
Worrying, Butter 
Makers Exhorted 


Sales, Not Surplus, Is 
Major Problem, Federal 
Spokesman Tells Group 


Cuicaco—Members of the Am- 
erican Butter Institute were urged 
by a government spokesman last 
week to let Uncle Sam _ worry 
about the surplus stocks he has 
bought, and get out and sell their 
product. 

Speaking at the institute’s 41st 
annual meeting here, Don S. An- 
derson, production and marketing 
administration, Department of Ag- 
riculture, told the manufacturers: 
“It’s up to you to do the selling, 
and the Commodity Credit Corp. 
will do the worrying.” 

The CCC, operating under the 
government’s price support pro- 
gram, has purchased and now holds 
100,000,000 pounds of butter, a 
backlog which E. J. Davidson, the 
institute’s retiring president and a 
vice-president of Wilson & Co., 
termed a serious threat to the in- 
dustry. 


ws This backlog, said Mr. David- 
son, is a threat because it “makes 
it literally impossible for butter 
producers to establish true values, 
as they have always done pre- 
viously in a free market.” Mr. An- 
derson, however, contended that 
the government-owned stock is a 
small share of the industry’s pro- 
duction, and that the real solution 
lies in “a better job of promoting” 
this important dairy product. 
The same emphasis on selling 
was emphasized by industry mem- 
bers and Owen M. Richards, gen- 
eral manager of the American 
Dairy Association, outlined that 
group’s plans to promote butter as 
(Continued on Page 76) 
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PAGE ONE—This is what the Boston Post's 

front page looked like on election day. 

The Boston Herald showed a similar Page 
1 look. 


Anti-Histamines 


All Set to Stop 
Nation's Sniffles 


NEw YorK—Competitive lines in 
the anti-histamine handicap are 
drawn as tight as a carefully tuned 
piano wire. From coast to coast, 
new entries are being readied to 
join the race a few laps behind 
Anahist and Inhiston. 

Still too early to distinguish a 
leader in front of the jam, first en- 
tries appeared to have a slight edge 
in supplying a “cold” market with 
sniffle preventives in the face of 
balmy Indian summer skies. 

Union Pharmaceutical Co., 
Bloomfield, N. J., first to set the 
pace with the announcement of In- 
histon with full-page newspaper 
advertisements in the metropolitan 
New York area, has spread its 
campaign to newspapers in cities 
of over 50,000 population through- 
out the country and has plans for 

(Continued on Page 74) 


Last Minute News Flashes 
LaRoche V. P.s Head New Chicago Agency 


Cuicaco—Plans for the formation of a new advertising agency to be 
called Price, Robinson & Frank Inc., 
reported. President of the new agency will be John F. Price, who 
will resign as senior vice-president of C. J. LaRoche & Co., New York 
and Chicago agency. Associated with him will be D. E. Robinson, pres- 
ently vice-president in charge of research of the LaRoche agency, and 
Clinton E. Frank, advertising manager of E. J. Brach & Sons, Chicago 
candy maker. Mr. Frank will resign from Brach Dec. 1. 
agency will take over the Chicago clients of LaRoche. 


DL&W Launches Ads on Phoebe Snow Train 


HOBOKEN, N. J.—Tomorrow the Lackawanna Railroad will launch a 
three-month campaign for the introduction of its new streamliner, the 
Phoebe Snow, with full-page newspaper ads in all on-line cities. Teaser 
copy heralding the debut of the train broke Nov. 7. The Phoebe Snow 


with headquarters here, have been 


The new 


/will give two-way daily service between Hoboken (New York Ter- 


minal), Newark, Scranton, Binghamton, Elmira and Buffalo with con- 


nections to Chicago. Joseph Katz Co., New York, is handling the ac- 


count. 


P&G Uses Prizes to Boost 3 Shows 


CINCINNATI—Procter & Gamble is using full-page color ads in maga- 
zines and Sunday supplements to promote three P&G programs on 
CBS—“Lowell Thomas,” “Beulah Show” and “Oxydol Show.” Listeners 
are offered $35,000 in cash prizes for telling why they enjoy the P&G 
fare. This promotion is being handled by Dancer-Fitzgerald-Sample, 

|although the Lowell Thomas show is placed through Compton Ad- 


vertising. 


(Additional News Flashes on Page 75) 
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N. Y. Limit on 
Liquor Displays 


Arouses Admen 


PoPAI, 4 A’s, Other 
Groups Protest State 
Authority’s Proposal 


NEw YorK—The New York State 
Liquor Authority’s repeal of its 
regulation allowing distributors to 
give retailers advertising special- 
ties, and its proposed restrictions 
on window-display material, ran 
into a mounting storm of protest 
last week from both industry and 
advertising quarters. 

In recognition of this, the SLA 
has called a hearing for Nov. 14 
in Albany at which brewers and 
distillers may state the grounds 
for their objections. Other factions 
will be heard by the authority at 
a later date. 

Point of Purchase Advertising 
Institute, a leader in opposing reg- 
ulatory changes, interprets the SLA 
move as a potential threat to 
graphic arts generally in the state. 


s “This ruling, and the proposed 
one, could lead to the curtailing of 
any kind of big display advertis- 
ing,” according to John Palmer, 
president of PoPAI. “This would 
affect lithographers and printers 
all over the state, particularly 
around Albany and Syracuse, and 
could cause serious unempiloy- 
ment. We are making a big issue 
of the matter, because we feel it 
warranted. We have alerted the 
Lithographers National Associa- 
tion, Advertising Federation of 
America, New York Employing 
Printers’ ten unions, and others to 
the alarming implications of this. 
I hope, and expect, that advertising 
clubs throughout the state will 
send letters of protest to the au- 
thority.” 

The American Association of 
Advertising Agencies held an 
emergency meeting last Wednes- 
day, and issued a bulletin to all 
members informing them of the 
details of SLA’s action. The feel- 
ing at the Four A’s was that the 
move involves a sort of censor- 
ship of advertising and, as such, 
has grave implications for all 
phases of the business. 


2 A formal wording of its protest 
was not available at press time 
since the Four A’s, like PoPAI and 
various industry groups, did not 
begin any concerted action on the 
matter until well into last week. 

Though the repeal of the adver- 
tising specialties regulatidn was 
dated Oct. 11, not much awareness 
of it was apparent until, in a let- 
ter dated Nov. 4, SLA informed 
those concerned that the hearing 
in Albany was set for Nov. 14. To 
many interested parties, this 
seemed like “unnatural haste” on 
the part of SLA and did not allow 
ample time for the opposition to 
mass. 

SLA’s bulletin announcing the 
repeal of. Subdivision 3, Rule 11, 
of the rules of the authority was 

(Continued on Page 75) 
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Mrs. Walter Starts Agency 


Mrs. Floyd Walter has resigned 
from Goldman & Walter Adver- 
tising Agency, Albany, N. Y., to 

: open her own agency, Eleanor 
id Chatham Walter Inc., in Albany. 


——. Adams Steele Names Parks 
Winston I. Parks, formerly re- 
search director of Benge Associa- 
tes, has been named research and 
public relations director of Ad- 


‘ ams Steele Inc., Chicago. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Be et acid K X Regrogented notion. 
= x: | ly by Burn-Smith 


ee 


Dow and Affiliate 
Allocate $1,000,000 
to Advertise Saran 


New YorK—Dow Chemical Co., 
Midland, Mich., and National Plas- 
tic Products Co., Odenton, Md., 
will spend more than $1,000,000 
in 1950 to advertise Saran for seat 
covers and coverings. 

The initial kick-off for the 1950 


campaign will be made in Decem-’ 


ber with spreads for dealers in 
Automotive News, DAC News, 
Motor Age and Motor. These will 
be repeated in January urging 
dealers to display stock and tie in 
with the national magazine adver- 
tising. 

This calls for separate insertions, 


ten by Dow and seven by National, 
in The Saturday Evening Post 
from February through October. 
National will also run three in- 
sertions in Time in March, May 
and June. 


s In addition, National will buy 
trademark headings in local tele- 
phone directories, and is conduct- 
ing a direct mail campaign among 
dealers to have them use listings 
in the phone directories. 

Mats, dealer literature, point of 
sale material and display aids as 
well as reprints and package in- 
serts will be used to support the 
national advertising campaign. 

MacManus, John & Adams, Bal- 
timore, is the agency both for the 
raw material producer and the 
processing company. 


Advertising Age, November 14, 14 


Avco Names Guertin, Smalling 

Joseph E. Guertin has been 
named administrative assistant to 
F. F. Duggan, general sales man- 
ager of the American Central di- 
vision, Avco Mfg. Corp., Conners- 
ville, Ind. Mr. Guertin will coor- 
dinate headquarters administrative 
details of American Kitchens sales 
departments and will supervise 
market research and sales statisti- 
cal activities. Stanton E. Smalling, 
in charge of American Kitchen 
sales in the Cleveland area, has 
been appointed manager of the 
newly created American Kitchens 
builder sales department. 


Cortell Shoe Names Cohen 

Eli A. Cohen has been appointed 
president and sales manager of 
Cortell Shoe Co., Manchester, N. 
H. He succeeds Clarence N. Jacob- 
son. 


just inquirers. 


Kansas Farmer—40,120 lines* 


* (From Farm Publications Reports, inc.) 


Another example of Kansas Farmer's position 
as Kansas’ leading farm publication! 


‘| GET BUYERS... 


FARMER Ads!” 


CRS, TOE, 


Joe Hunter is one of Kansas’ most successful 
breeders of prize cattle. He has had 7 Grand 
Champion cows at the State Fair. A Retnuh 
Milking Shorthorn won the 1947 Grand 
National Championship at the American Royal, 
and sold for $3200. 


To reach buyers for his prize cattle, Hunter 
relies on Kansas Farmer! He says there’s noth- 
ing like it for bringing in the buyers, rather than 


KANSAS FARMER, Editorial and Business Office, Topeka, Kansas 
Published by Capper Publications, largest agricultural press in the world. 


It’s KANSAS FARMER 


Display Livestock advertising, 1949 


A weekly farm newspaper—4,763 lines** 
** ( estimated — no records published ) 


to 


Joe Hunter of Retnuh Farms, Geneseo, Kansas, is shown above holding Retnuh Stylish Maid 43rd, Grand 
Champion Milking Shorthorn at the Kansas State Fair in 1949. Hunter is 3-time President of the Kansas Milk- 
ing Shorthorn Association and a past national director of the American Milking Shorthorn Association. He 
also finds time to be County Commissioner of Rice County. He’s been a Kansas Farmer booster for years. 


The testimony of Kansans, active advertisers in 
Kansas Farmer, is strong evidence of effective 


influence. 


the proof of the pudding. 


It’s this kind of confidence that is 


When you’re looking for a way to cover rural 
Kansas, remember Kansas Farmer. You get an 
audience that is willing to listen... believe... 


and BUY! 


_|markets for a minimum number of 


Limited Use of 
TV Color Urged 
at FCC Hearing 


New Competitive Tests 
Planned; West Coast 
‘Dark Horse’ Involved 


WASHINGTON—Brilliantly colored 
flowers, drab men’s suits, and 
speedy jugglers will figure in the 
programs Nov. 21 and 22, when 
the Federal Communications Com. 
mission stages a competitive tes; 
of the color television systems ad- 
vocated by CBS and RCA. 

The tests will have to be re. 
peated in February, however, when 
Color Television Inc., “dark horse” 
in the proceedings, will bring its 
equipment from the West Coast 
to pit itself against the other two 
contenders. 

During the four-month inter- 
val, proponents of all systems wil! 
conduct field tests under the sharp 
eye of commission engineers. In 
addition, FCC will conduct its own 
experiments with equipment sup- 
plied by the color advocates. In 
addition to the color systems FCC 
will see the Nov. 21-22 programs 
in black and white. DuMont iis 
installing monochrome equipment 
to enable commission members to 
determine whether color is good 
enough, or worth while. 


ws As the first phase of the color 
hearings ended last week, Ulysses 
Sanabria, veteran radio engineer, 
suggested that FCC authorize “lim- 
ited commercialization” of color. 

Under his plan, FCC would au- 
thorize proponents of various col- 
or systems to go on the air com- 
mercially in a limited number of 
markets. The “semi-commercial” 
station would sell time to adver- 
tisers, and would sell color sets, 
with the understanding that the 


.|}equipment was “experimental.” 


Mr. Sanabria maintained that 
“semi-commercial” operation 
would enable proponents of color 
to recoup part of their investment, 
without interfering with the nor- 
mal operation of existing black- 
and-white television. 


ws He suggested that the experi- 
mental color tests continue until 
a high fidelity color system is 
perfected. 

His plan for “semi-commercial” 
operation of color during the test 
period followed by a few days 
a suggestion that FCC enlist thou- 
sands of “fan experimenters” in 4 
“trial and error” test of the color 
systems. 

Arco Electronic Co., New York, 
said advocates of color sys‘ems 
should be ordered to provide colo! 
telecasts in. major metropo!:tan 
hours each day, so that interested 
individuals could test their 
nal. 

The firm said important fea 
of standard radio, such as th su- 
perheterodyne circuit, were t 
by “fan experimenters” b 
they became part of factory ull! 
sets. 

“Fan experimenters,” the '™ 
said, are “neither naive la ' 
nor biased and hypersensitiv © 
gineers.” 

Arco proposed to supply 
perimenters with parts in sep 
form or in “knockdown kits.’ 


Adds Buyers’ Directory 
Traffic World has added a 


ers’ directory section to the — 
Perfect Shipping Annual,” v '" 
will be out March 25. The ‘¢* 


section lists manufacturers by 
sification, with their address« 
all products and services hé 
to do with the packaging-and 
dling of freight. 
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The Vocabulary of Advertising Art No. 18: Litho Pencil and Pen 
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Contrasts of color and scale are essentials of dramatic illustration, whatever 


the medium. Here, Seymour Fleishman who divides his time between book 


illustration (Moby Dick, Tom Sawyer, etc.) and advertising, shows the dramatic 


possibilities of lithographic pencil and pen and ink. To get maximum impact from 


‘ original black and white copy, especially when unusual mediums are used, 
fine engravings are indispensable. This is one reason why C M & H, famous 


for color engravings, is also a preferred source for black and white. 


COLLINS, MILLER & HUTCHINGS Inc., Chicago Photoengravers 
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Churchmen to Study 


Video Techniques 


Syracuse—Church officials will 
be instructed in the proper use of 
television for religious education 
during a religious television work- 
shop meeting here Nov. 13-18. 

The sessions are being held un- 
der the sponsorship of the Prot- 
estant Radio Commission, which 
represents a variety of denomina- 
tions. 

“Churches missed the boat on 
learning how to produce good re- 
ligious broadcasts and awakened 
to this fact 20 years too late,” the 
Rev. Everett Parker, director of 
the commission, said. “It is our 


WHERE DO yOu bare f 
GET THE BEST CUSHING 
ADVERTISING 
sTries® 1SS &.44 ST. 


N.Y. IT, NY. 


job to see that church leaders 
learn to help television stations 
produce outstanding religious tele- 
vision programs.” 

Speakers, in addition to church 
leaders, will include Paul Adanti, 
general manager of Station WHEN, 
Syracuse; Rudolph Bretz, TV con- 
sultant, and Kenneth Bartlett, 
Syracuse University Radio Cen- 
ter. 


10,000 See Graphic Arts 
Exhibit in Pittsburgh 

The Graphic Arts Committee of 
Pittsburgh last week sponsored an 
exhibit of working methods and 
techniques used in the city by 
graphic arts industries. It was 
viewed by 10,000 persons who vis- 
ited the auditorium of Kaufmann’s 
Department Store to witness press 
units in action, photographers set- 
ting up commercial studio shots 
and commercial artists at work. 

The exhibit arrangements were 
spearheaded by the Printing In- 
dustry of Pittsburgh Inc., local 
P.I1.A. chapter, with the coopera- 
tion of about 150-plants, studios 
and individual craftsmen ip the 
Pittsburgh district. 


Don't Lose Your 
Individuality, 
NNPA ers Told 


RockFrorD, ILL.—Newspapers 
must guard against standardiza- 
tion, whether in news handling, 
features, promotion or anything 
else, Irwin Maier, publisher of the 
Milwaukee Journal, told the three- 
day central regional conference of 
the National Newspaper Promo- 
tion Association here Monday. 

Mr. Maier said one newspaper 
may occasionally obtain a good 
idea from another newspaper, but 
emphasized that each newspaper 
has its individual problems and 
must maintain its individuality. 

One thing which newspapers 
might copy from the Milwaukee 
Journal, he said, is the employe 
relations and participation plan, 
which he described in detail. 


GIVES BUYER’S VIEWPOINT—The central regional meeting of National Newspape 


Promotion Association, which met in Rockford, Ill., 


last week, got a buyer’s viewpoint 


from George McGivern (second from left), media director of Grant Advertising, Chi- 

cago. Listening are Ed Burgeson, Madison, Wis., Newspapers; Fred Lowe, Norfolk 

Newspapers, who is president of the national NNPA organization, and C. E. Phillips, 
Rockford Newspapers, whose organization played host to the conference. 


Sessions at the conference, at 
which Rockford Newspapers Inc. 
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FOR ONE” 


(APOLOGIES TO PACKARD) 


ESIDES creating mass production, 
Detroit also created mass buying. 
You know how it goes—you place an 
order for a car and promptly go into debt. 


Perhaps getting into debt helped make 


America 


prosperous. . . and industrious. 


Getting into financial “holes” generates 
energy to get out, 
Much of the seven billion dollars 


people pay annually for motor cars and 
trucks floats back to Detroit where it 
is promptly paid back to our 500,000 


industrial workers. All 


Detroit a good market. 


of which makes 


These workers and others in and 
around Detroit buy 440,000 copies of 


The Free Press every 


day, which also 


makes The Free Press a good market place. 


Story, Brooks & Finley, Inc., National Representatives 


The Detroit Free Press 


4 


played host, with William Klus- 
meier, promotion manager, serv- 
ing as chairman, were devoted 
almost entirely to informal dis- 
cussions of circulation, editorial 
and public relations, and adver- 
tising promotion, and to research 
activities of newspapers. 

M. F. Batterton, of the Chicago 
office of the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association, opened the con- 
ference with a talk Monday noon 
at which he stressed the impor- 
tance of matching promotional dol- 
lars to sales opportunities and 
distribution patterns—a job which 
he asserted newspapers can do 
better than any other media. 

William K. Todd, circulation 
manager of the Rockford newspa- 
pers, presided over the afternoon 
clinic on circulation promotion, 
with the assistance of Otto Silha, 
Minneapolis Star and Tribune. 


ws At the morning session Tues- 
day, a panel headed by Clarence 
W. Harding, South Bend Tribune, 
discussed editorial problems. Par- 
ticipants included Miles Tiernan, 
Indianapolis Star and News; Sol 
Padlibsky, Daily Mail, Charles- 
ton, W. Va.; and Charles F. Kisten- 
macher, St. Louis Globe-Demo- 


crat. 
George R. McGivern, media di- 
rector, Grant Advertising Inc., 


Chicago, had some comments on 
competitive media selling in an 
off-the-record talk at lunch, and 
the afternoon was devoted to pres- 
entations of advertising promotion 
and research, led respectively by 
Edward H. Burgeson, Madison, 
Wis., Newspapers, and Newell 
Meyer, Milwaukee Journal. 

At the business session Wednes- 
day, Mr. Harding was elecied 
chairman of the regional group, 
and Mr. Silha and Mr. Tiernan 
were named vice-chairmen. 

The next session of the group 
will be held in Indianapolis (ct. 
9-11, 1950, with the Star and Nv ws 
as hosts. 


Schedule Printing Exhibit 


On Jan. 17 through 22, the Pr nt- 
ing Industry of San Antonio (n¢. 
and the San Antonio Club of P: 1t- 
ing House Craftsmen will spo: 50° 
“San Antonio Printing on Par: ‘¢ 
in the Gunter Hotel. The ex! 0! 
will include displays of local pr »'- 
ing and graphic arts manufac !!- 
ers,.museums and historical °° 
cieties from all over the cour °Y. 
Prizes will be awarded to | ©# 
printers for outstanding craftsn 10 
ship in 31 classifications. 


Duke Moves to New Plant 


Duke Mfg. Co., manufactur: 0! 
plastic hardware products in id- 
ing Little Duke Baby Trainer "° 
Ever-Nu plastic sets, has ¢ ™- 
bined its previous New York ne 
Newark manufacturing faci ‘° 
and executive offices in a ©“ 
plant at 2200 Urbanowitz “ ©: 
Linden, N. J. M. Schier, pure +> 
ing agent, has been appointed 
eral sales manager of the comp 
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In Omaha - Retail Sales 
Show GAIN Over 1948 


Despite the fact that 1949 retail sales are down across the nation, 


ednes- 
lected 
gr< Ip, 
iernan 


Omaha continues to show gains over 1948! .. . Proof that in the flourishing 
Nebraska and Southwest Iowa area—where unemployment is no problem, 
group p A , 
" where real farm prosperity exists—you still can find a seller’s market! 
You can reach this rich market—with an effective buying power of 


| better than $2,075,000,000—with advertising in one newspaper—The 


Age Omaha World-Herald—the paper that reaches and influences more than 
240,000 Nebraska and Southwestern Iowa families. 
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-_ * New All Time High in 
a ca i‘ Net Paid Circulation , 


; * Sunday - -- 245,282 * Ll , 
rr Daily - - - 240,375 COVERS NEBRASKA and S.W. IOWA 


* 


od 
* 
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com- * * * * &- @ * oe * * National Representatives, O'Mara and Ormsbee, Inc. 
New York, Chicago, Detroit, Los Angeles, San Francisco 
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WFIL Resumes Facsimile 


Station WFIL, Philadelphia, re- 
sumed transmission of facsimile on 
Nov. 4 with the transmittal of a 
special facsimile edition of Tem- 
ple University News. Future edi- 
tions of the student newspaper will 
be presented every Wednesday and 
Friday to the school. The WFIL 
facsimile equipment was trans- 
ferred to Temple University on 
May 4, but the station maintains 
supervision of the operations. 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past 55 years. 


90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


High Court to Review 
FTC Price Case 
Against Standard Oil 


WaASHINGTON—The Supreme 
Court agreed Monday to review 
a Federal Trade Commission or- 
der which prohibits Standard Oil 
Co. (Indiana) from selling gaso- 
line to Detroit jobbers at tank car 
prices 1%¢ a gallon less than the 
price to retail service station op- 
erators. 

The seventh circuit U. S. court 
of appeals has already supported 
FTC, which charged that Standard 
was giving a price advantage to 
four of its customers who sell in 
competition with about 400 others. 

Standard claims the lower tank 


car price was given four jobbers 
in order to hold their business. It 
says the Supreme Court’s review 
will determine the meaning of 
Robinson-Patman Act sections 
which authorize price discrimina- 
tion when it is necessary “to meet 
the equally low price of a com- 
petitor.” 

The Detroit Gasoline Retailers 
Association contended that Stand- 
ard Oil was not entitled to any 
further review. 


Jameson Co. Names Two 
William Jameson & Co., New 
York, distributor of Gallagher & 
Burton’s whiskies, has appointed 
George Wishny, formerly with 
United Distributors, as Massachu- 
setts state manager. Simultaneously 
the company named Edward P. 
Dwyer, previously sales represent- 


ative for Gallagher & Burton in 
New York, as assistant state man- 
ager. 


Offers Vitarama Process 

Vitarama Corp., Huntington, N. 
Y., has developed Vitarama Pano- 
ramic Process for showing wide 
angle photographic and graphic 
material in color on screens 30- 
60’ wide. The company now is 
offering equipment for the process 
for sales or distributor meetings, 
employe training purposes, and 
for showings before the general 
public. 


Cairns Agency Elects Two 

John A. Cairns & Co., New York, 
has elected James C. Cumming 
and John N. Jackson as directors. 
Both account executives, they have 
been vice-presidents of the agency 
for the past three years. 


North Dakota is an attractive oasis for the advertiser who wants 
to satisfy a thirst for expanded markets. In 1948 North Dakota 
had the highest per family retail sales figure in the United States 
—a juicy $4,102 compared to the national average of $3,131. 
Get your share of this business by using the NORTH DAKOTA 


DAILIES, covering 90% of all rural, small town and city homes. 
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MINOT DAILy NEws 
VALLEY city TIMES-RECORD 
BISMARCK TRIBUNE 
DEViLs LAKE JOURNAL 
THE FARGO FORUM 
GRAND FORKS HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEE 
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‘Press’ Reiterates 
Charge of Boycott 
by Dairy Groups 


CLEVELAND—The American Dair 
Association and the Dairy Welfar: 
Committee last week were namex 
by the Cleveland Press as ths 
“dairy interests” that alleged], 
boycotted the advertising column: 
of Scripps-Howard newspaper: 
(AA, Nov. 7). 

In a double-column, front-pag: 
editorial in the Oct. 28 issue of the 
Press, Editor .Louis B. Seltzer 
charged that “dairy interests,” 
which at that time went unnamed, 
had “undertaken to penalize the 
Press for its refusal to see thei: 
way on the oleomargarine issue.”’ 


ws The Press has been conducting 
a year-long campaign to secure 
the sale of colored margarine in 
Ohio and recently had advised 
voters to support a referendum 
legalizing colored margarine at the 
state’s election on Nov. 8. 

In the Tuesday election, Ohioans 
voted out by a margin of about 
375,000 the 62-year-old state ban 
on colored margarine. 

Mr. Seltzer implied that these 
“dairy interests” sought to use 
their advertising budget for “in- 
fluencing the judgment of the 
Press.” 


# Reached in Columbus last week 
by ADVERTISING AGE, Owen Rich- 
ards, general manager of the ADA, 
denied that the dairy association 
had boycotted “any publication or 
public medium.” 

However, S. J. Dilenschneider, 
national advertising manager for 
the Press, says that representatives 
of the ADA and the Dairy Welfare 
Committee had told Scripps-How- 
ard representatives in Chicago and 
Columbus that they were with- 
holding advertising from the Press 
as a penalty. 

And James Foltz Jr., business 
manager of the Press, asserted that 
the two dairy groups told adver- 
tising representatives of the paper 
that the Press wasn’t “going to 
receive any of their advertising 
because of our editorial stand on 
oleomargarine.” 

The Press, with a circulation of 
298,000, is the largest of the three 
Ohio Scripps-Howard papers. The 
Cleveland Plain Dealer, morning 
paper with a large rural circula- 
tion, also supported the move to 
legalize the sale of colored mar- 
garine, but has carried some ad- 
vertisements placed by the dairy 
groups. The Cleveland News re- 
portedly is unaffected. 


RCA Distributes Book 

The 1950 edition of the RCA 
tube department’s “Tube Refer- 
ence and Calendar Notebook”’ |s 
being distributed by the company 
The book is a miniature encyclo- 
pedia of practical, everyday rad'o 
and television service, prepare 
especially for service dealers, e!- 
gineers, technicians, and purcha>- 
ing agents. The book is now in ''s 
20th edition. 


Wendley Names Picard 

Picard Advertising Co. N: 
York, has been retained to dir 
the advertising of Wendley Shi: - 
makers Inc., New York. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American woquecs — 
10 billion dollars a year! If you ha 
food, drinks, go 4 or any oth 
products to sell, reach this big buy: 
public through the Negro papers 4 
magazines. Interstate Uni Nev 
papers, inc., 545 Fifth Ave., N. Y-, © 
show you how advertising in th 
publications reap big markets 2’ 
profits! Write us today. 
NOTE: We now have facts compiled by 
® Research Co. of America on bre 
preferences of Negroes from coast to coe 
Write now for this free information, 
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week 
oe Ragic ratings until now have measured 
ation , 
mn oF only the use of radio sets in the home. Every- 
oa one knows that there is considerable listening 
tives ri A 
ifare to the radio out of the home—in automobiles, 
10W- 
tg at work, in bars and restaurants, and many 
Press 
other places. 
ness 
| that 
_ For the first time a// out-of-home listen- 
gt dense j 
ising ing in a community has been measured— 
d on 
a PULSE has done it for New York! 
three 
The . . . 
os For the first time PULSE has done it, using 
cula- S 
re to a common base so that out-of-home listening 
mar- 
_. can be combined with at-home listening to 
; 6UTe- ™ 
obtain the TOTAL MEASURE OF THE 
aos RADIO AUDIENCE! 
+ 
pany. The size of the out-of-home audience 
yclo- 
Sed ranges hourly from 3 percent to 58 percent 
, €n- 
es of the at-home audience. Advertisers are 
going to find exciting, additional value in 
‘sd certain times, programs and stations. 
hi '- 


re as SS Gang hienae 
Tre Betis ms DREN Re eae 


WNEW, 565 FIFTH AVENUE, NEW YORK 17, N. Y. 


ee SO ee 


OUNTED THE ENTIRE HOUSE 


On an over-all average, out-of-home listen- 


ing adds 19 percent to the at-home audience 


each quarter-hour on weekdays, and 24 per- 


cent on Sundays. In effect, the radio stations 


in New York have been giving their adver- 


tisers a huge bonus. 


Radio has always been fabulously low in 
cost in number of people reached at-home. 
The PULSE study of out-of-home listening 
reveals that radio’s actual audience is 
considerably larger and, therefore, its cost is 
considerably lower. It is high time for radio 
to claim fu// credit for its total audience— 


out-of-home as well as at-home. 


Write for your copy of the detailed findings 
of the first comprehensive measurement of 
the radio audience—‘‘Report No. 1 TOTAL 
RADIO LISTENING IN THE NEW 
YORK ‘AREA.” 
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Schwimmer & Scott, 
Mitchell-F aust in 
New Agency Merger 


Cuicaco—Mitchell-Faust Adver- 
tising Co. here announced its mer- 
ger last week with Schwimmer & 
Scott. The latter agency hence- 
forth will handle nearly all M-F 
accounts. 

Paul E. Faust, president, and Ly- 
man L. Weld, treasurer, of Mitch- 
ell-Faust, will devote their time to 
Feature Foods Radio Programs, an 
affiliate of their agency in the 
past. 

Holman Faust, R. A. L. Herweg 


and Earl Sproul, M-F executives, 
have transferred to Schwimmer & 
Scott. Accounts acquired by the 
latter include Nu-Enamel Co.; W. 
F. Straub & Co., maker of Lake 
Shore honey; Nicolay-Dancey Co., 
maker of New Era potato chips; 
Hixson Products; Worcester Salt 
Co.; Sanford Ink Co., and Rap-In- 
Wax Co. 


s D.R. Collins and Russ Cunning- 
ham of Mitchell-Faust have joined 
Aubrey, Moore & Wallace, which 
has acquired accounts of the Moor- 
man Mfg. Co. (live stock feeds) 
and Horton Mfg. Co. (home laun- 
dry equipment). 

Schwimmer & Scctt handles 


SHRIMP = 


Third in the nation In seafood 
value with over 5,400 shrimp 
boats operating in the South. 


Shrimp is only a part of the 
Southern Fishing Industry... . 


WRITE FOR RATES AND MARKET DATA Eo 


The eo a 


Congress Cigar Co., Continental 
Coffee Co., Coronet radio advertis- 
ing, Dutch Mill Candy Corp., Kee- 
ley Brewing Co., Walgreen Co. and 
other accounts. 

R. J. Scott is president. Walter 
Schwimmer, executive vice-presi- 
dent, is also head of Radio Fea- 
tures Inc., which handles the Tello- 
Test syndicated radio quiz pro- 
gram that is involved in the Fed- 
eral Trade Commission’s ruling 
against giveaway shows (AA, Sept. 
12). 


Green Spot Buys Shows 

Green Spot Inc.,-Los Angeles, is 
sponsoring a twice weekly 15-min- 
ute segment of “Surprise Package” 
and “Detective of the Week,” over 
14 ABC West Coast stations. Phil- 
lip J. Meany Co. is the agency for 
the nine-week contract. 


Photographic Studio Moves 

Allen, Gorden, Schroeppel & 
Redlich, Chicago photographic 
studio, has moved its offices to 180 
W. Randolph. The studio has be- 
gun making commercial and tele- 
vision films. 


Beard Named as 


‘New Executive 
Head of ABP 


(Continued from Page 1) 
committee, in due course, will pro- 
pose to the members an amend- 
ment to the organization’s consti- 
tution whereby Mr. Beard may be 
given the title of president and 
the duties of the existing presi- 
dent will be transferred to a chair- 
man of the executive committee. 

“Mr. Beard is accepting this 
ABP post at a real sacrifice to 
himself,” Mr. Lyne said. “He was 
prevailed upon to do so only by the 
unanimity of the committee in his 
favor. The committee bespeaks for 
him the wholehearted cooperation 
of the membership. 


es “Our thanks are due also the 


management of the McGraw-Hill 


FOUR NEW 
LEVELCOAT PAPERS 


TOeEEEEEEES HIFECT: | 


than ever before. 


Uniform, ream on ream. 


New HIFECT. Permanence, folding endurance 
and dimensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT. For finest offset printing, 
Lithofect provides a moisture-and - pick - resistant 
coating with a strong base sheet. Renders rich blacks 
and glossy color prints without loss of density. 


New TRUFECT. Whiter, smoother, folds even 
better than before. New Trufect, for letterpress, 
offers faster setting, greater press dependability 


New MULTIFECT. An economy sheet for vol- 
ume printing. Now, with the new LongLac fibers, 
Multifect has added strength, better foldability. 


and give you finer 


cost than ever before! 


now 


> 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN MR 


PRINTING PAPERS 


\ Kimberty! 
Clark ( 


A\\ an na 


ioe” 
—— 


all made with the new 
LongLac sulphate fibers, 
these papers look whiter, 


feel smoother, are stronger, 


printing at lower relative 


*T.M. REG. U.S. PAT. OFF. 
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company, who were as reluctant t: 
lose Mr. Beard as he was to leay 
his position with that compan) 
They were persuaded, howeve:, 
by the committee’s opinion that n> 
available candidate for this posi - 
tion could be found who would b: 
so fully qualified as Mr. Beard ji; 
by initiative, intelligence, and al] 
round business publishing experi 
ence, or who could so comman 
the respect and insure the coopera - 
tion of the membership.” 

Mr. Beard, a native of German - 
town, Pa., and a graduate of the 
Wharton School of the University 
of Pennsylvania, has been with 
the McGraw-Hill organization for 
more than 25 years. He began as 
an advertising salesman on the Mc- 
Graw-Hill electrical papers, fol- 
lowing in the footsteps of his fa- 
ther, who was district manager of 
the company in Philadelphia until 
his death in 1943. 

In 1941 Mr. Beard was appointed 
publisher of Electrical World and 
Electrical Construction and Main- 
tenance. Four years later he was 
elected a vice-president of the 
company, and placed in charge of 
research and promotion. 


ws He is a past chairman of the 
ABP research and promotion com- 
mittees, and is a member of the 
Advertising Research Foundation 
committee on the continuing study 
of business papers. He is also a 
member of the National Industrial 
Advertisers Association committee 
on industrial advertising effective- 
ness. 

James H. McGraw Jr., president 
of McGraw-Hill, in commenting 
on Mr. Beard’s election to the ABP 
post, pointed out that “33 years ago 
the ABP was organized to estab- 
lish and maintain high standards 
in business paper publishing. Since 
that time, it has done much to in- 
crease the stature and recognition 
of the business paper in the broad 
fields of publishing and advertis- 
ing. 

“Tt is a matter of much satis- 
faction to us all that Bill Beard 
has been elected unanimously by 
the executive committee of ABP to 
carry on with that task. He did not 
seek the job and has taken it only 
with great reluctance. The com- 
pany, moreover, has released him 
only because of the opportunity 
that has been offered him to ren- 
der an industry-wide service.” 


ws Mr. Knisely told AA he has no 
plans as yet. Before his ten-year 
association with ABP he was di- 
rector of advertising and sales pro- 
motion of Republic Steel Co., and 
before that was executive secre- 
tary of the Flat Rolled Steel As- 
sociation in Pittsburgh, and the 
National Paving Brick Mfrs. As- 
sociation, Cleveland. Before join- 
ing the latter organization he was 
city editor of the Cleveland Plain- 
Dealer. 


‘Washington Star’ Issues 
‘Regular’ 120-Page Paper 

The Washington Star printec a 
120-page edition Thursday, Nv. 
10, which it believes is the larg: s! 
weekday, full-size newspaper e\ ¢r 
published, excepting special e:'!- 
tions, 

Each copy of the issue, requ "- 
ing 9¢ worth of newsprint, weig! °4 
one pound, 12% ounces and c \- 
tained a quarter of a million li: °s 
of advertising. Star officials s 4 
three factors combined to prod: °€ 
the edition: the Armistice | \Y 
holiday for government work '°s 
Friday; payroll week for these € °- 
ployes, and arrival of the autu 1 
buying season. 


Heinz Ups Riley, Armour 


H. N. Riley, vice-president °f 
manufacturing, research and qu !- 
ity control, has been named exe '- 
tive vice-president of H. J. He 
Co., Pittsburgh, succeeding A. ~ 
Schiel, who has retired. Fra k 
Armour Jr., general manager 
sales and distribution, has been ¢ - 
pointed a vice-president of ‘ © 
company. 
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Quality Products 


can be advertised profitably only in magazines 


whose subscribers have high incomes. 


* 


Incomes of the subscribers to U.S.News & World Report 
have been checked, double checked, triple checked in 
three separate research studies’ made in 1949....... 
Upwards of 100 quality consumer products are regularly 
advertised in U.S.News & World Report, 95.1% of 


whose subscribers have incomes of $3,000 or more. 


*Complete copies of these independ- 


ent researches on request, giving 
number of subscribers in $3,000, 
$100,000 and intermediate brackets. 


USEFUL NEWS FOR IMPORTANT PEOPLE 
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Is Percentage for Advertising Sensible? 


Publication of the annual survey of advertising budgets by the 
National Industrial Advertisers Association—the only group within 
advertising which makes a detailed annual study of its members’ 
promotional budgets—again raises the point whether conventional 
thinking about advertising budgets in terms of percentages is not 
bad for business, as well as advertising. 

Of course, no business can exist if its advertising budget is set 
at 110% of sales year after year, and few businesses can continue to 
spend more than a modest amount of their total sales for advertising. 

But that does not mean that advertising—or for that matter any 
other business expense—ought to be considered in terms of a mental 
straitjacket whose outlines are fixed by some preconceived notion of 
the percentage they bear to the total volume of a company’s business. 

It is encouraging to note that in the NIAA budget study, 30% of 
those replying said that their budgets are determined by “the adver- 
tising needed to achieve predetermined sales objectives for individual 
products in specific markets.” This so-called “objective’’ method 
strikes us as the only really logical means of determining promotion- 
al budgets, and it should be used by every advertiser. 

As far as we know, no one has ever based the cost of a manufac- 
turing plant or the purchase of machinery or tools on a fixed per- 
centage of sales; instead, and logically, purchases of this type are de- 
cided upon the basis of what can be accomplished, and the results 
which are likely to be obtained. 

Why should not the same type of thinking be applied to adver- 
tising and promotional expenses? No one knows whether 2% or 3% 
or 10% of sales is the right amount to spend for advertising, from the 
standpoint of the greatest possible return. But it is possible, within 
the same limitations which govern all other intangible activities, to 
determine about how much will be required to achieve a specific ad- 
vertising objective. 

Advertising will be sounder, more resultful and more susceptible 
to checking by management when it is budgeted against concrete ob- 
jectives, rather than arbitrarily fixed as a percentage against sales, 
either past or anticipated. 


A Bow to Arno Johnson 


The basic economic analyses of Arno Johnson, vice-president and 
director of media and research of J. Walter Thompson Co., have al- 
ways appealed to us. Over the past several years, we have published 
four or five of them, the latest—dealing with the outlook for 1950— 
having appeared in these pages last week. 

Mr. Johnson has been a confirmed optimist about the potentialities 
of the American economy in the postwar period, and he still is. His 
analyses have indicated so favorable a business potential, however, 
that here and there a reader has taken us and Mr. Johnson to task 
for them. There have been hints that Arno Johnson wears at least 
two pair of unusually well tinted rose-colored glasses, dnd also sug- 
gestions that his discussions of the business outlook may be unduly 
optimistic because he is in the advertising agenty business. 

Well, all we have to say is that while a good many of our most 
vocal economists and business men were busy weeping at the grave of 
the business outlook at various times during the postwar years, Mr. 
Johnson’s analysis of the underlying economic situation has been right 
on the button. 

Maybe he, too, will be wrong some time. But until that time comes, 
we prefer to string along with an economic analyst who seems to have 
called the turn better—far better—than the majority. 

We think that’s sensible, and besides, it makes us feel better. 


—— 


—Ford Times 


What They're Saying 


Views on the Profit System 

“Even though the American 
people are dead set against state 
socialism ... they continue to sup- 
port men and measures that can 
lead them eventually nowhere 
else.” This quote is taken from 
Fortune’s lead article last month, 
“The Greatest Opportunity on 
Earth,” in which American busi- 
ness men were challenged to lead 
rather than to follow government 
in providing more security for 
more people, under the profit sys- 
tem, and so to modify that system 
as to give more people a greater 
sense of participation. 

The chart amply confirms the 
first part of Fortune’s statement. 
It shows that nearly everyone be- 
lieves profits to be essential to our 
economy, and that three-fourths 
of the people are opposed to plac- 
ing any limitation on profits, al- 
though a majority favor taxing 
large profits at a higher percent- 
age rate than small ones... 

Nevertheless...the people do 
support men who advocate meas- 
ures tending to weaken this 
precious profit system and to re- 
place it with the “welfare 
state.” ... 

Americans, though clinging to 
the merits of the profit system in 
a free economy, nevertheless find 
serious fault with the workings of 
that system. Part consciously, part 
unconsciously, this probably de- 
rives from a lack of sense of par- 
ticipation in private industry and 
its fruits, which in turn is con- 
nected with a-lack of individual 
security. The gaining of these 
things through elections and leg- 
islation may appear as a poor sec- 
ond choice, but it seems to be the 
only choice now offered on a suf- 
ficiently broad front to satisfy the 
demand... 

The conclusion to be drawn is 
clear. The conflict that undoubted- 
ly is going on in this country be- 
tween capitalism and _ socialism, 
some of it surely based on the idea 
of the misuse of large profits and 
the Wall St. myth, has not yet 
reached the stage of the child’s un- 
answerable riddle about what 


happens when an irresistible force 
meets an immovable object. 

If business learns to make itself, 
in deeds, a less inflexible obstacle 
to the people’s desire for partici- 
pation in the profit economy, then 
the force that is working against 
capitalism will not be an irresist- 
ible one. 


—The Fortune Survey, Fortune Mag- 
azine, November, 1949. 


Public Wants Less Spending 

In view of President Truman’s 
forecast that the government will 
run $5% billion into debt this 
year, or six times as much as he 
estimated last January, the over- 
whelming belief of the public that 
expenses should be reduced before 
taxes are raised is significant. Pres- 
ident Truman, it will be remem- 
bered, recently asked for higher 
taxes to balance the budget. 

In the October Psychological 
Barometer survey made with 2,- 
500 personal interviews in 138 
cities and towns from coast to 
coast, this question was asked: 

“Do you think the Government 
should balance the budget by re- 
ducing expenses, or raising taxes?” 

The large majority of 84% an- 
swered, “by reducing expenses.” 
Only 6% said, “by raising taxes,” 


while 10% were uncertain or said|- 


by both methods. 

Seldom, in the 17 years since the 
Psychological Barometer was 
started, have we found such over- 
whelming majorities among all 
sections of the urban population. 
In every educational and income 
group, the majority favoring re- 
duced expenses was about the 
same, varying only from 82 to 86%. 
Among union members, 36% fa- 
vored reducing expenses, whereas 
it was 83% among non-union 
members. 

The Psychological Barometer is 
made by the Psychological Cor- 
poration with from 2,500 to 10,000 
personal interviews every two 
months. About 400 interviewers 
working under the direction of 
over 100 psychologists conduct the 
interviews. 


—News Release from The Psycholog- 
ical Corp., New York, dated Nov. 7. 


Rough Proofs 


After all Woodruff Randolph anc 
other ITU officers had done to ge’ 
higher wages for its members, the 
union voted against raising their 
salaries. 

They should have tried collec- 
tive bargaining. 


H. J. Heinz II will discuss fo: 
the Grocery Manufacturers’ Asso- 
ciation probabilities for the second 


| half of the 20th century. 


One he can count on is that peo- 
ple will continue to be interested 
in their groceries. 


A southwestern football coach 
whose team has a dismal record 
this season is resigning, a local 
newspaper reported, because he is 
“a loyal alumni” of the school. 

And no loyal alumnus is satis- 
fied only with character building. 


The American Medical Associa- 
tion says 3,000,000 people in the 
U.S. drink to excess, and one- 
fourth of them are chronic alco- 
holics. 

They are the ones who are def- 
initely not anonymous. 


A magazine which ranked among 
the first ten in automobile linage 
in 1938 isn’t even in business to- 
day, possibly because its readers 
weren’t able to buy any cars at all 
for four or five years. 


The Fort Worth Star-Telegram 
celebrated the centennial of its 
home town with a 480-page edition 
which weighed seven pounds. As 
an advertising salesman, Col. 
Amon Carter now is undisputed 
heavyweight champion. 


Gladys the beautiful receptionist 
says she sees J. K. Lasser reports 
book publishing is an ailing busi- 
ness, but most of the bookmakers 
she knows seem to be doing very 
well. 


The Department of Justice has 
decided that with the changes or- 
ganized baseball has made in its 
broadcasting and television rules, 
anti-trust action will not be neces- 
sary, but a lot of batters still fee! 
that Joe Page is operating in re- 
straint of base hits. 

* 


A sales executive looking for a 
new connection describes himse!! 
flatly as “58 and healthy.” 

He’d better borrow Jack Benny's 
toupee and make it 48. 


In line with the trend towerd 
extra dividends at this time of ‘»¢ 
year, National Biscuit Co. has «r- 
ranged a quartet of holiday ite:s 
and is offering four cheers (°° 
Christmas. 

e 

“Watch the Fords go by” wa: 4 
good slogan 40 years ago, and ‘1¢ 
current outdoor poster being sho v2 
all over the country indicates tt 
it’s. still good. 

e 


Arno Johnson’s drive to get b.5- 
iness men to add 5% to their «‘- 
vertising and marketing budg«'s 
to insure prosperity for 1950 my 
change public opinion on the sv°- 
ject of the 5 per centers. 

Copy Cvs. 
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te Millions of customers—in the prosperous 
suburbs, cities and towns that surround GET MORE THAN THE 
1 feel Philadelphia! They make up one-half of the HUB ...GET THE WHOLE 
n re- 
Philadelphia market. Are you reaching them RICH MARKET! 
with your sales message ? Daily Sunday 
vale INQUIRER INQUIRER 
sg Look at the chart on your right. You can see % of Fomily Coverage 
mny's that you must use THE INQUIRER to reach the 71.5 86.9 
whole rich market. For THE INQUIRER gives 69.2 88.2 
+ . you the needed coverage in the CITY ZONE, 30 MILES 63.8 84.8 
. h . . 
Bo plus the important, buying millions that make y+ “ 60.4 82.5 
3 for Philadelphia America’s 3rd Market. 
was a NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
id ihe 
r Che Philad elphia An wirer 
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ir ad- 
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y may Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigon 0578 
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When You’re Hiring a Top-Flight 


Salesman 


INDUSTRIAL MATERIALS 


Be Sure to Look at His Record 


A MAGAZINE IS ONE OF YOUR SALESMEN IN PRINT. AND HERE IS 
NEWSWEEK’S 11'2-YEAR RECORD IN THE INDUSTRIAL MATERIALS FIELD. 
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How 
Why 


BRISTOL BRASS 
CORPORATION 


Newsweek’s Acceptance 


Rank Among ALL Magazines by Pages of Industrial Materials Advertising 


1938 


—> 1949 
(First Six 
Months) 


Business Week 
Fortune 
Time 


Pop. Mech. 
Nat. Business 
Sat. Eve. Post 
Pop. Science 
Mod. Mech. 
Vogue 
NEWSWEEK 


Has Grown 


Scan ouhkh Wn = 


Newsweek Ranks So High with Advertisers of Industrial Materials 


THE 


© Newsweek delivers more leaders in 
industry, business, and government 
per advertising dollar—more leaders 
at the lowest rate per thousand—than 
any other weekly, biweekly, or 
monthly magazine. 

Among these leaders are those with 
a direct, deciding voice in company 
buying. Thousands more strongly in- 
fluence the direction of this buying. 
And many are responsible for setting 


FAIRBANKS-MORSE 


& 


Automatic TRANSPORTATION 
COmpPany 


the corporate policies which require 
the purchase of specific materials. 

Moreover, as individual consumers, 
85.5% of Newsweek’s more than 800,- 
000 families have incomes that put 
them in the top 2/5 of all U. S. fami- 
lies. In fact, Newsweek is read by the 
greatest concentration of highest- 
income families per advertising dollar 
of any weekly, biweekly, or monthly 
magazine. 


Wh at Industrial Materials Companies Advertise in Newsweek 


THE OME MAN- GANG 


DIAMOND 
POWER SPECIALTY CORP. 


Business Week 
Time 
NEWSWEEK 
Fortune 

Sat. Eve. Post 
U. S. News 
Pop. Mech. 
Pop. Science 
Dun’s Review 
Mech. Ill. 


Source: PIB 
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le 
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NATIONAL CYLINDER 
<> GAS COMPANY 
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FTC, Food and 
Drug, AMA Turn 


Fire on Imdrin 


Rhodes Denies Charge 
That Ads Claim Imdrin 
Will Cure Rheumatism 


Cuicaco—Imdrin, “the amazing 
new discovery for rheumatism and 
arthritis” on which Rhodes Phar- 
macal Co. planned to spend up- 
ward of $2,500,000 in advertising 
this year (AA, May 16), has run 
into difficulties with the Food and 
Drug Administration, Federal 
Trade Commission and American 
Medical Association. 

As detailed in stories appear- 
ing in October issues of the Journal 
of the AMA and Hygeia, the Food 
and Drug Administration will 
charge in the Cincinnati U. S. dis- 
trict court on Dec. 19 that Imdrin 
will not accomplish the thera- 
peutic benefits claimed for it in 
ads. 

Further, the medical associa- 
tion’s publications report, the gov- 
ernment will charge that Rhodes 
failed to reveal on the label of the 
bottle that aspirin is an active in- 
gredient. 


m The Federal Trade Commission 
also has filed a complaint against 
Imdrin, alleging that the product 
is limited in its therapeutic bene- 
fit to temporary or partial relief 
of minor aches and pains and 
fever. 

However, officials of Rhodes 
Pharmacal Co., which markets the 
product, contend that advertising 
for Imdrin has never claimed that 
the proprietary would “cure” arth- 


Just a minute, mister, before 

you make that fatal leap. Instead, 
just hop over to the phone and call 
STATISTICAL. We offer a com- 
plete service that relieves you of 
all worries on tabulating, cal- 
culating, Vari-Typing, typing and 
marketing research tabulations. 
We can even supply you with 
temporary office help when you 
need it. Call our nearest office . . . 
it’s a jump in the right direction. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


cAL 
sTATI sTi 
TABULATING COMPANY 


M. R. Notaro, President 


53 W. Jackson Bivd., Chicago 4, Ill. HA 7- 2700 
§50 Broedway, New York 4, N.Y. WH 3.8383 


ritis or rheumatism. 

As quoted by the AMA Journal, 
the FTC declared: “Contrary to 
advertising claims for the product, 
persons afflicted with rheumatic 
or similar ailments so severely as 
to interfere with their normal hab- 
its of life or their ability to carry 
on their regular occupations will 
not be enabled to resume such 
habits or ovcupations by taking 
Imdrin.” 


s Imdrin is one of several similar 
products mentioned in the AMA 
publications. Dolcin, manufactured 
by Dolcin Corp., New York; Nurito, 
made by Nurito Co. of Chicago; 
Citru-Mix, distributed by Nu-Way 
Corp., Grand Rapids, and Romind, 
sold by the Knox Co. of California, 
are other proprietaries which re- 
cently have bid for favor as arth- 
ritis and rheumatism pain relievers. 
However, only Dolcin among 
these products is presently under 
fire from the government. Dolcin 
is the target of a suit by the Federal 
Trade Commission alleging ¢alse 
and misleading advertising and 


- 


is 


Pe ee ae 
ah a eee 


TEXAS SPOTLIGHT—A social session at the Mineral Wells convention of Southern 

Newspaper Publishers Association is enjoyed by (left to right) C. H. Bryson, South- 

west Dailies, Oklahoma City; Harry Bradley, Birmingham News and Age-Herald; 

Mrs. Dealey, wife of E. M. (Ted) Dealey, publisher of the Dallas News; Walter L. 

Guy, Sawyer-Ferguson-Walker Co., Atlanta; Loyal Phillips, New Orleans Item; and 
H. R. Wood, Reynolds-Fitzgerald, Atlanta. 


charging that the only therapeutic- 
ally active product in the prepara- 
tion is aspirin. 

Imdrin, largest advertiser in the 
burgeoning arthritis-rheumatism 
pain reliever field, launched a 
three-market test campaign for 


the product with newspaper ads— 
some of which carried coupons— 
in Minneapolis, St. Louis and 
Peoria a year ago in November. 
Results were so satisfactory that 
the company currently is supposed 
to be advertising at a $200,000-a- 


Advertising Age, November 14, 194: 


month clip. 

J. Sanford Rose, president of 
Rhodes, denied FTC and AMA 
charges, and asserted that the com- 
pany will continue to run its ads, 
without change; that it will con- 
tinue its Gabriel Heatter show on 
Mutual; that it will continue its 
six local programs and its spot 
announcements on 100 to 150 sta- 
tions. — 

Further, he said, Rhodes at the 
present time is spending $130,000 
on a flashing display which wi] 
be installed in about 20,000 drug 
stores across the country. 

“Does that sound as if we were 
worried?” he quipped. 

O’Neil, Larson & McMahon, Chi- 
cago, directs advertising for 
Rhodes. 


Appoints Weintraub Agency 
Chicagoland Kaiser-Frazer Deal- 
ers, Chicago, has appointed Wil- 
liam H. Weintraub & Co., New 
York, to handle advertising and 
promotion. Media schedules have 
not been determined yet. The 
agency also handles the advertis- 
ing for the Kaiser-Frazer Corp. 


are used. 


HOME 


CERTAINLY home is where most goods 


yardsticks an advertising man can apply. 


Just remember this: 


is where the buyings done 


Arcode Byliding, St. Lovis 1, Mo. CH-5284 


Home is also where decisions to buy are made. 


And home is where brand preferences are born 
and bred. 


That’s why Better Homes & Gardens is 
“America’s Ist Point of Sale” for almost 
any product you can mention—from canned 
soups to auto tires, from hand creams to 
movie cameras. 


For the moment, pass over_the fact that 
BH&G goes into more tha mes 


Bete oe: eas 


3373, 126-Latuty 
b-mmiths ABC Ownage, 


America's 4° Paint of Sele 


BH&G is “America’s lst Point of Sale” 
because of its unique standing with such a 
large number of devoted readers. 


They read it only for its 100% Service con- 
tent—its helpful information on how to live 
a better life in a better home. 


In fact no other magazine published does 
so much to initiate buying by its editorial 
content as America’s First Service Magazine. 


A BH&G representative will tell you further 
why you can put your best foot forward in 
these 3-million-plus select homes. 


A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 
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Try Charge Account, 
Latin Quarter’s Ad 
Tells Wail Streeters 


New YorK—The Latin Quarter, 
Broadway night club, directed its 
advertising to the Wall St. mar- 
ket recently. 

With a large-space ad in the 
Wall Street Journal Nov. 3, the 
Latin Quarter suggested that busi- 
ness men would do well to use its 
facilities for individual business 
entertainment. Heretofore its ad- 
vertising has been confined to pro- 
motion of private and company 
parties. 

Lou Walters, owner-producer of 
the restaurant, conceived and wrote 
the copy, headlining the appeal 
with the question: “Do you make 
more than $200 a week?” Lead 
copy pointed out that people above 
this bracket must account for de- 
ductible expenses, such as enter- 
taining. Mr. Walters carefully 
pointed out that, too often, legiti- 
mate expenses are forgotten. So- 


lution to the problem, according to 
the ad, is to open a charge account 
at the Latin Quarter and sign the 
bill. When the bill is paid by check, 
the customer has a record of his 
deductible expense for entertain- 
ment. 

The Latin Quarter spends close 
to $2,200 weekly for metropolitan 
newspaper space throughout the 
year. Aetna Advertising Agency 
handles the account. 


Franz Joins Watt Agency 


Russell E. Franz, formerly ad- 
vertising manager of the News, 
Upper Darby, Pa., has joined W. 
H. Watt Advertising Agency, Up- 
per Darby, in an executive cap- 
acity. He was previously assistant 
to Mr. Watt when he was general 
manager of the News, 


Mengel Appoints Tyrrell 

W. R. Tyrrell, formerly with 
Westinghouse Electric Corp. in an 
advertising supervisory capacity, 
has been named advertising and 
sales promotion manager of the 
Plywood division of Mengel Co., 
Louisville. 


Co-op Grocers’ TV 
Show Will Promote 
National Brands 


Cuicaco—Midwest Stores, Chi- 
cago area grocery cooperative with 
about 500 retail grocer members, 
will use its first television pro- 
gram to promote national brand 
products. 

According to Stanley Dunin, ad- 
vertising manager, commercials on 
the Friday morning program— 
“Shopping Is Fun” on Station 
WBKB, 9:30-10 a. m.—will seek to 
implant the idea that nationally 
advertised products are guaranteed 
quality items, and that while Mid- 
west Stores would like homemak- 
ers to visit Midwest Stores, they 
will be encouraged to buy the na- 
tional brand products anywhere 
they shop. 

Midwest will confine promotion 
of its own private labels to only 
one segment of the program. 

The show is produced by Ser- 
vice Unlimited, Chicago radio and 


a as ~ 


TV package producer, and is 
placed through Presba, Fellers & 
Presba. 


James Joins Steuben Glass 
as Director of Promotion 


E. P. H. James, formerly vice- 
president of Mutual Broadcasting 
System in charge of advertising, 
research and promotion, has joined 
Steuben Glass, New York, a di- 
vision of Corning Glass Works, as 
director of promotion. 

Mr. James began his adver- 
tising career as an agency copy- 
writer and account executive. Be- 
fore his association with Mutual, 
he was in charge of advertising 
merchandising and sales promo- 
tion for the National Broadcasting 
Co. He is co-author of “The Tech- 
nique of Market Research,” pub- 
lished by McGraw-Hill. 


Raytheon Names Keleher 
Albert E. Keleher Jr. has been 
named by Raytheon Mfg. Co., 
Waltham, Mass., as manager of 
Raytheon’s mobile radiophone 
sales. He was formerly engaged in 
the sale of Raytheon broadcast 
equipment in New England. 
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NATIONALLY! 
*240,000 


READERS PER MONTH 


Issued twice monthly 
guaranteed circulation, 
each issue, in excess of 


60,000 


*This figure based on the mod- 
est estimate of two readers per 
paper each issue. . 


If you want detailed info 
on “THE SERVER™ 


ro-= MAIL ME--------=> 


(ADDRESS 


Mason naan aananaaseanasad 


Publishing Office _ 
206 S. Michigan Ave. 
Chicago 4, Illinois _ 


122 E. 42nd St. 
9.6. 3 t.. 
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NEW JERSEY'S FOURTH LARGEST MARKET 
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BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You'll be caught “out of bounds" every 
time you try to sell ‘Bayonne’ without 
“THE BAYONNE TIMES" because all other 
papers combined reach only 14% of the 
Bayonne Market . . . The TIMES concen- 
trates 99.85% of its circulation within 
“city limits”. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave.,W.Y. + 228 H. LaSalle St., Chicage 


‘Rocky Mountain 
News’ Study Shows 
4 Ads Rank High 


New YorkK—One national and 
three local ads in the Sept. 14 is- 
sue of the Rocky Mountain News 
placed among the ten highest re- 
corded to date in their categories, 
according to the Advertising Re- 
search Foundation’s report on 
Study 132 of its Continuing Study 
of Newspaper Readership. 

A full-page, 1,000-line display 
ad for Hexol germicide entered a 
three-way tie on the all-study list 
of highest scoring medical ads. 
First on the men’s list of high- 
scoring national ads for that day, 
and tied for tops on the women’s 
list, was a full-page Hudson auto- 
mobile ad. 

The three local insertions which 
garnered noteworthy scores were: 
a 246-line ad for Typewriter Em- 
porium which registered well in 
the book stores and stationers cate- 
gory; a 459-line ad for a local lum- 


ber company which placed in the 
all-study top ten for building sup- 
plies ads; and a 70-line school ad 
in the educational category. 


Two Appoint Sterling Agency 
Stein Bloch Co., Rochester, N. 
Y., manufacturer of Stein Bloch 
and Fashion Park clothes, has ap- 
pointed Sterling Advertising Agen- 
cy, New York, to handle advertis- 
ing in newspapers, magazines, and 
by direct mail. Stein Bloch ad- 
vertising has been placed direct 
for the past year. The agency also 
has been named to handle the 
negligee division of Textron Inc. 


O’Brien to Atlas Television 


Robert W. O’Brien, formerly 
with General Electric Co. as act- 
ing supervisor of promotion and 
publicity for WRGB-TV and WGY, 
GE stations, has been named vice- 
- a aaa of Atlas Television, New 

ork. 


Kelvinator Names Kronauge 
William G. Kronauge has been 
appointed used refrigerator sales 
manager of the Kelvinator division 
of Nash-Kelvinator Corp., Detroit. 
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AS 


AMERICAN 


GENUINELY 


Yes, it's a holiday as much a part of our nation as the Stars and Stripes. Thanks- 


giving! . . . Genuinely American in its origin . . 


. Meaning and observance. To- 


day, it also provides American families a gala occasion for a “family reunion” 


climaxed by a bounteous turkey dinner “with all the trimmings!’ Every week of 


the year, Capper’s Weekly proves its Genuinely American appeal to thousands 


of readers in the rich, middlewest farm and rural town market of Missouri, Iowa, 
Nebraska, Kansas and Colorado, The unique HUMAN INTEREST style of 
editorial technique featured in Capper’s Weekly wins new readers with every issue. 


Big Volume, Sales minded, Advertising and Sales Executives will tell you... 


“Put Capper’s Weekly 


on the List 


Makes The Sale!”’ 


¢ eo Market Data Book 


Your Copy Is Ready. Write today for the new 


“Facts About Capper's 


Weekly Families.” This valuable fact filled, market 
book will show you how you can use Capper’s 


Weekly as the perfect test medium in this rich mid- 
western market area. 


, 


912 KANSAS AVENUE | 


TOPEKA , KANSAS 


Capper Publications, Inc. 


Joel Liffander, partner in Armstrong, Schleifer & Ripin, will publish 
his “Gallivanting Gourmets,” a guide to good eating in New York, in 
December through the Andrew Milo Press. The book is an outgrowth 
of an earlier guide that was prepared as a Christmas gift to the agency’s 
clients. . . Col. John R. Reitemeyer, publisher of the Hartford Courant, 
has been elected a director of the Connecticut Mutual Life Insurance Co. 
.. Charles McD. Puckette, general manager of the Chattanooga Times, 
has been reelected secretary-treasurer of the Lookout Mountain-Fairy- 
land Club. . . 

Ed Leader, ad manager of Bankers Life Insurance Co., Des Moines, is 
handling publicity for the Community Chest drive in which Des Moines 
is aiming at two-thirds of a million. . 

In recognition of two-score years as director of public relations of 
Standard Oil Co. (Indiana), Conger Reynolds on Oct. 24 was presented 
a 20-year company service pin by Dr. Robert E. Wilson, chairman of 
the board, and tendered a luncheon by associates in the public relations 


department. . . 
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INCOGNITO—Vincent D. Ely, sales representative of Life (left), and P. D. Macarow, 

vice-president of McKim Advertising, Montreal, broke out the dark glasses on the 

S.S. Princess Helene enroute to Digby; Nova Scotia. They were on their way to the 

Canadian Association of Tourist and Publicity Bureaus convention when this picture 
was taken. 


Charles A. Webb, publisher of the Asheville Citizen and Times, ob- 
served his 84th birthday on Nov. 4. The anniversary celebration was a 
quiet family affair because Mr. Webb is convalescing from a serious ill- 
ness in Memorial Mission Hospital. Congratulatory messages included 
one from President Truman. . . 

William E. Berchtold, executive vice-president of Foote, Cone & 
Belding, New York, has been made chairman of the business men’s 
committee for the 1950 finance campaign of Greater New York Councils, 
Boy Scouts of America. Mr. Berchtold first served the Scouts two 
years ago when he headed the advertising and publishing division 
of the campaign. . . 

Duane Jones, president of the Duane Jones Co., New York, opened 
the first session of the Brooklyn Eagle’s fall and spring advertising 
staff training program with a lecture on the future expansion of televi- 
sion with respect to newspaper-advertising. . . 


CHICAGO CHAMPS—Foote, Cone & Belding’s softball team, Chicago Advertisine 

League champions for the third successive year, have won 56 games, lost 9 in thre: 

years of league and outside competition. Standing (left to right) are Fairfax M 

Cone, chairman of the board; Fred Beresheim; Bob Brunke; Tom Cara; Ray Valen 

tini; Bob Reetz; Dick Schmalz; Jack Floto; and Ed Walshon, manager. Front row 

Jim Drain; Lee Davis; Roy Lang; Charley Bungert, captain; Lionel Scott; Arno! 
Palevsky; Dick Sachse; and Harvey Clements. 


Brig. Gen. David Sarnoff, chairman of the board, Radio Corp. © 
America, received the Peter Cooper Medal for the advancement « 
science at convocation ceremonies Nov. 2 for the 90th anniversary « 
Cooper Union, New York. A jury of nine presidents and deans 
engineering schools in the New York area picked the RCA board chai! 
man for “the advancement of science in its practical application to life”. 

Prizes are nothing new for Chicago Photographer Harry K. Shiget? 
but he’s mighty proud of his latest one. The highest honor the Photo 
graphic Society of America can confer was given him at the society 
convention, when he was made Honorary Fellow. . . Joseph D. Probs' 
service manager of Henri, Hurst & McDonald, Chicago, used up hi 
vacation for his favorite hobby—veterans’ affairs. As Chief Devil Do 
of the Military Order of Devil Dogs, honor society of the Marine Corp 
League, he conducted the order’s national convention in Boston; the! 
flew to Washington for conferences with Marine Corps and govern 
ment officials before handing in his report to the Congress as chair- 
man of the corps’ memorial commission. . . 
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The Boston Public Garden, a famous historical landmark, is the 


er x _—La Tee 


center of the huge Boston market of more than 2,000,000 people. To 
28", of these people, Lire is an absorbing weekly reading adventure. , 


i. 


a 


What happens 


when LIFE hits Boston? 


pen you read how LIFE sent a team of 
interviewers and a photographer to San 
Francisco to find out about LIFE’s impact there 
... how they discovered that LIFE had pene- 
trated into the very fiber of that western 
metropolis. 


Now LIFE has visited Boston .. . different 


from San Francisco in geography, climate, 
customs, and people. 

But in one respect, the two cities are exactly 
alike—and that is in their enthusiastic response 
to the excitement of LIFE’s editorial and adver- 
tising pages. 


This response to LIFE’s compelling editorial 


content and to its advertising pages is evident 
not only in Boston... or in San Francisco... 
but in every city, town, and hamlet across the 
country. 


For, every week, LIFE is read in one out of 
every three U.S. families 
in all publishing history. 


the largest audience 


For some examples of LIFE’s impact in Boston, turn page 
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“In this rush-around world Lire gives us amazingly brad coverage of national “LIFE is a wonderful medium for carrying all that is best in the arts and architecture 


events,” says Roy F. Williams, who, as Executive V.P. of the Associated Industries to an enormous public,” says Architect Royal Barry Wills, famous for his early 
i ) of Massachusetts, is in close touch with business trends throughout the state. “This American homes. After a story on his work appeared in Lire, Mr. Wills reported 
te: essential publishing service is of great importance to the New England businessman.” that he had received thousands of calls and letters from people all over the country. 


... LIFE advances 


- 
“Revolt in Boston,” a Lire story on modern art, told about Boston’s Institute of LIFE’s power of visual education is used by outstanding schools in the Boston area. 
Contemporary Art. The week after LiFe appeared, attendance at the Institute jumped At the Middlesex school (shown above), Headmaster Lawrence Terry says: “We have 
nearly 100%. Institute Director J. S. Plaut says, “Lire provoked a healthy contro- been showing LiFeé’s photographic exhibits since they were first organized.” At Rox- 
versy, which is the life-blood of opinion concerning the creative activity of our time.” bury Latin School, Lire itself and its exhibits have long been used in the classrooms. 


.. LIFE affects 


“Everywhere I go people recognize me from the LIFE story,” says Clarence Hollo- Not everyone who appears on LiFE’s cover automatically gets a movie contract 
way, blind Negro, befriended by Harvard roommate Robert Humphrey. They re- Wellesley Hills’ young, attractive Marilyn Cardwell got no Hollywood offers, but 
ceived hundreds of letters, found that people everywhere understood their problems, she did receive “mail from all over the world... from India, letters in French, in Ger- 
were ready to help them in their quest for education in law and in race relations. man ...and in Japan the parachutists voted me as their pin-up queen for the year.” 


ity by City Across the Nation 
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re A key figure in New England's financial world is Allan Forbes, President, State “In Boston,” says J. P. Spang, Jr., President of the Gillette Safety Razor Co., “Friday 

ly Street Trust Company. Leading Bostonian and a long-time LIFE reader, Mr. Forbes morning means LIFE, just as Saturday night means beans. Both are important events " 
>d says: “When I receive Lire each week, | am always impressed by its power to present to in a New Englander’s week. We recognize the important service this magazine per- P 
y. the people of this country an awareness of the many diverse phases of our economy.” forms for the business and manufacturing interests in this section of the country.” 


culture and education | 
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ea. From Boston’s famous Museum of Fine Arts comes further evidence of LIFE’s power “The response to the LIFE article on the subject of American Presidents came from 
ve to stimulate interest in art masterpieces. The Museum's Director George H. Edgell all over the country and all classes of people,” say Harvard Historians Arthur Schles- 
)X- says: “Through its excellent editorial coverage LiFe has been an important factor inger Sr. and Jr., both of whom have contributed articles on American history to 
ns. in creating local interest in fine arts in New England and throughout the country.” Lire. They add, “Lire’s pictorial coverage constitutes a treasure house for historians.” aa | 


people and lives 


act Bostonians find that LIFE not only gives an absorbing weekly view of the world The courage of Sergeant Harold Russell, who lost both hands in service, was first 
bul today—but it can even prove to be a hobby in itself. Mr. and Mrs. Sheldon Root have reported in LiFe. Since then, Russell’s story has been published in book form, he was 
er saved every copy of LIFE since the very first issue in Nov., 1936. The collection has starred in “The Best Years of Our Lives,” and this summer was elected National 
ir become a treasured documentary and reference library for their family and friends. Commander of the Amvets. Says Russell: “I guess it all started with the LIFE story.” 


LIFE moves people... moves goods... 
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“We watch every issue of LIFE for promotion opportunities,” says Lee Court, Dis- 
play Director of Filene’s. “The reason is plain: it associates what we are showing with 
the most interesting and exciting magazine there is—Lire.” Like Filene’s, many other 
leading Boston merchants create sales results in 1949 with major LIFE promotions. 


LOCAL Socyauire NAMES EIGHT 


BOSTON WOMEN! IGNoReb BY ADoL 
Mensou IN HIS UST oF vier PH 


BEST DRESSED WoMEN (Hauser) 


WHO, For INSTANCE ,CAN WEAR BLACK 
BOMBAZINE WITH SUCH Neeve AS 
GRANDMA SALTIONCASOT 7 


Among Bostonians, Francis Dahl's cartoons are an institution. For the past 16 years, 
his newspaper cartoons have gently ribbed Boston’s people, customs, clothes, censor- 
ship, and weather. After LIFE ran a story on his book, Cartoonist Dahl said: “The 
book was sold out in two weeks, and we had thousands of orders we couldn't fill.” 


Famous in the drug field for his prize-winning displays, Howard E. Metcalf, Ad- 
vertising Manager of Dunnington’s Apothecaries, Brockton, Mass., is a man whose 
ideas (like this Lire window) pay off in sales. He says: “When manufacturers spend 
money to reach an audience like LiFE’s it’s only common sense to follow through.” 


Across the nation, only 


“We definitely attribute part of the tremendous success of the Polaroid Camera 
(shown with inventor, Dr. E. H. Land) to the Lire story that appeared long before 
the camera went on sale,” says J. H. Booth, Polaroid’s Executive Vice-President. “Peo- 
ple still remember the Lire picture. The staying power of Lire has amazed us all.” 


Life 


“When something appears in LiFe, everybody hears about it,” says John Dunnan, 
speaking of a LIFE article about his real estate organization, Town and Country 
Homes. “When Lire did the article we had a 30", to 40°, increase in the number of 
people listing homes with us. Brokers from all over New England wanted to join us.” 


With its highly successful chain-wide Lire promotion, Elm Farm F »0ds Company. 
of Boston, has done an outstanding job of turning national advertising into its own 
local advertising. Here’s what P. Camuso, Store Manager, said of the results: “We 
had a sales increase of 10% ... the best week we have had for the past two months.” 


has this kind of Local Impact 
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Edits ‘Progressive 
Farmer’ 50 Years 


RALEIGH, N. C.—Dr. Clarence 
Poe, editor-in-chief of the Pro- 
gressive Farmer, has just com- 
pleted 50 years in the post. Mr. 
Poe became editor of the maga- 
zine in 1899, and 
has been its pres- 
ident for the past 


42 years. 
Under Mr. 

Poe’s editorial 

leadership, the 


Progressive Far- 
mer has climbed 
from a circula- 
tion of about 5,- 
000 in 1899 to its 
present 1,100,000. 
Advertising lin- 
age is reported to have progressed 
from almost nothing to second 
place among the larger monthly 
farm magazines in the country. 
Mr. Poe was born in 1881, the 
Progressive Farmer in 1886. Start- 
ing as a small North Carolina 
farm paper, it is now southwide in 
coverage, with fulltime editors in 
Raleigh, Birmingham, Memphis 
and Dallas. Progressive Farmer 
was one of the first magazines in 
the country to guarantee the re- 
liability of all its advertisements. 


Dr. Clarence Poe 


Pankow Appointed to Head 
LP-Gas Promotion Group 


John C. Pankow, director of sales 
for the Detroit-Michigan Stove 
Co., has been named chairman of 
the national committee for LP 
(liquefied petroleum) gas promo- 
tion. 

The committee represents all 
branches of the industry, includ- 
ing the Liquified Petroleum Gas 
Association, Natural Gasoline As- 
sociation of America and Gas Ap- 
pliance Manufacturers Association. 
Its campaign, directed primarily 
at homes beyond city gas -mains, 
will be financed by voluntary in- 
dustry contributions. 


Freirich to Tracy, Kent 

Tracy, Kent & Co., New York, 
has been named to handle the ad- 
vertising of Julian Freirich Inc., 
Long Island City packer of smoked 
toagues, Porkettes, corned beef and 
Canadian-style bacon. Newspapers 
and television participations will 
be used. 


Shaw Publications Moves 
Shaw Publications Inc., New 

York, has moved its offices to 53 

W. 34th St. 


Have a Sales Message 


| the Magazine with 100% 
Young Male Readership . . 


SIXTH ST. NW. W.. WASHINGTON 1, D. © 


Advertising Age, November 14, 1949 


Crabbe Retires from ‘Citizen’ 


Fred W. Crabbe, for 46 years ad- 
vertising manager and advertising 
director of the Citizen, Ottawa, 
Ont., is retiring at the end of the 
year. Mr. Crabbe has been with 
the paper for almost 52 years. 


White Motor Names Vela 


Walter A. Vela, formerly export 
manager of Graflex Inc.,° Roches- 
ter, N. Y., has been appointed ex- 
port manager of White Motor Co., 
Cleveland. He succeeds R. L. 
Boughton, who has retired. 


Two Appoint Spier Agency 


Franklin Spier Inc., New York, 
has been named to handle the ad- 
vertising of the Cambridge Uni- 
versity Press, American branch, 
and the University of Pennsylvania 
Press. 


Flower Show to Klein 


Henry Klein has beei) named to 
handle the advertising and pub- 
licity of the Philadelphia Flower | 
Show Inc., scheduled for the week 
of March 20, 1950, in the Com- 
mercial Museum. 


* Popular Mechanics —with over a million circulation, and 
4,500,000 male readers—gives you a big man market and the best 


prospects for any man-bought product. 


In every dozen American men there’s one reader of Popular Mechanics. 
One man in 12 is an important cut of the nation’s man market, but 
this man is much more than that. He’s your best prospect for anything 


men buy. 


The inquisitive, open-minded Popular Mechanics reader never stops 
searching for useful, practical facts and ideas. He reads ads deliberately 
because he’s interested in the products and services they tell about. And 
he influences his neighbors, too. He’s the man they look to for sound 


advice before they buy. 


Don’t miss this big man market . . . this influential man market . . . this 


best man market. 


PO 


Sell the BEST man in every dozen @ Reach the P, M,. MIND 


MECHANICS 
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Canada Pharmacal to Lovick 


Canada Pharmacal Co., London, 
Ont., has appointed the Toronto of- 
fice of James Lovick Ltd. to direct 
its advertising. Trade publications 
are being 


Appoints Stuart Holland 


Stuart N. Holland has been 
named sales manager of Canada 
Decalcomania Co., Toronto. He has 
been with the company for ten 
years. 


SEL L 


Put your sales message on signs that 
ore talked about and remembered 
PAINTED DISPLAYS” * NEON SIGNS 
¢  CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 


Detergent Makers 
and Sales Zooming 


New YorK—Non-liquid soap 
sales for the first nine months of 
1949 are up from _ 1,944,103,000 
pounds to 1,947,993,000 pounds, 
with the number of companies re- 
porting going from 60 last year to 
92 this year, according to the As- 
sociation of American Soap & 
Glycerine Producers. 

Liquid soap sales are up from 
2,383,000 gallons to 5,717,000 gal- 
lons, with the number of com- 
panies reporting up from 38 to 59. 
Synthetic detergents are up from 
281,488,000 pounds to 514,289,000 
pounds, with the list of reporiing 
companies rising from 15 to 35. 

Based on data only from com- 
panies that have regularly reported 
sales in a class for each quarter 
last year through the third quarter 
this year, the results show sales 


for 56 makers of non-liquid soaps 
9.3% ahead in the third quarter 
over the second quarter of this 
year, and t.8% over the third quar- 
ter last year. Liquid soaps, on the 
same basis, show third quarter 
sales down 6.4% from the second 
quarter, but up 22.4% over the 
third quarter last year. 

The synthetic detergent classifi- 
cation has grown so rapidly in 
number of companies reporting 
that no attempt has been made to 
make a comparison on the few 
older reporting companies. 


Join National Advertising 

Empire Advertising Co., South 
San Francisco, and Empire Adver- 
tising, Long Beach, Cal., outdoor 
advertising concerns, have been 
merged with National Advertising 
Co., Waukesha, Wis., and will 
operate as western divisions. All 
three are wholly-owned §subsi- 
diaries of the Minnesota Mining & 
Mfg. Co., St. Paul. 


BLS Takes on 
Three-Year Job 
to Revise Index 


WasHtncton—lIntensive studies 
of consumer buying habits will be 
made during the next three years, 
as part of the research for the re- 
vision of the Bureau of Labor 
Statistics’ “Consumers’ Price In- 
dex.” 

The index, which reflects the 
cost of a “market basket of goods 
and services” used by moderate 
income families residing in large 
cities, must be “re-weighted” to 
allow for such developments as 
the decline of butter and the ice 
box, and the increased popularity 
of margarine, mechanical refriger- 


1950 Tax Tactics 


Democrats in Treasury 
And Congress Plan to 
Match Cuts With Hikes 


They May Propose Whittling | 
Excises, Dividend Levies, 
Boosting Many Others 


“Soak the Rich” Campaign? | anothe: 


whether the i 
an ope” 


for the fir 


By Ww. CS. BRYANT i me nt is 
Stag’ Correspondent of THE Watt STREET JOURNAL dent 
WASHINGTON — Democratic tax  tac- 


‘ans are taking the seesaw approach toward 
‘ecislation. If one end of the tax 

™. the other must go up. 
_ hy key conservatives, 


ately. 
ernr 


His x 


‘on of the House 
end by Fsi~ 


tivity. That is why The Wall Street Journal is so 
valuable to us. No other publication gives us this 


information in more concise and helpful form.” 
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“As the insurer of a very great number of business 
concerns, both large and small, we need to be 
informed promptly and fully of trends and con- 
ditions in all fields of business and industrial ac- 


S. Bruce Black, President 


Liberty Mutual Insurance 
Company. 


The 142,527 Wall Street Journal 


subscribers... 


in every state... 
compose America’s best-informed 
business audience. Your sales 
messages directed at these people 
will be read by men who make 

or influence buying decisions for 


large and small businesses. 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., Son Francisco 8 
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ators and television. 

Before the project is complete | 
three years from now, BLS wi! 
study the characteristics of about 
500,000 homes in U. S. cities; wii 
obtain detailed records of exper - 
ditures' from upwards of 20,000 
persons, and will collect more than 
600,000 price quotations from 
thousands of retail stores. 


ws Currently, the index is based cn 
a market basket of the goods and 
services purchased in 1934-36. Be- 
cause of the great changes in in- 
comes and prices, BLS believes 
consumers have changed their 
buying patterns. From Agriculture 
Department studies, for example, 
it knows that more money goes 
into meats and vegetables. 

In recent years, the index has 
become an important barometer of 
inflationary trends. Moreover, it 
has been written into an increasing 
number of labor-management con- 
tracts as a benchmark for future 
pay adjustments. 

Revision of the index is handled 
by the bureau’s Division of Prices 
and Cost of Living, directed by 
Edward D. Hollander. As technical 
consultant and coordinator, BLS 
has retained Dr. J. Stevens Stock, 
formerly of the Department of Ag- 
riculture and the Opinion Research 
Corp. 


# In addition, BLS will consult a 
special committee appointed by 
the American Statistical Associa- 
tion. Users of the index will regis- 
ter suggestions through labor re- 
search and business research ad- 
visory committees. 

Actually, field work will get un- 
der way today. BLS staff members 
are moving into 11 large cities to 
study dwellings as part of the ad- 
justment of rent factors in the in- 
dex. 

Studies of buying habits of rep- 
resentative families are to be don 
during the early months of 1951. 

According to BLS chief Ewan 
Clague, the project will not de- 
stroy the continuity of the index, 
which runs back prior to World 
War I. 


Kaufman Names Rovin 


Ad Rovin, formerly with Tim 
Morrow Advertising, has _ been 
named an account executive of 
Kaufman & Associates, Chicag 
Previously he was vice-president 
of Bozell & Jacobs and advertising 
and sales promotion manager o! 
Gibbs & Co. and Carlay & Co. 
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For TOTAL SELLING 


ETTING the correct-total in your ad- 

vertising in big New Orleans is easy 

—with the famous geared combina- 
tion, the morning Times-Picayune and evening 
States! 


Because these efficient sales-makers reach the 
biggest one-cost total in the market . . where 


construction, oil and port are booming. 


Plus influences work for you... 
prod the response that leads directly 
to added sales in New Orleans. Each 
is independently edited . . . with its own staff, 
its own fine features . . . each with its own un- 


usual reader loyalty, morning and evening! 


Multiplying sales through the two is 
old hat with New Orleans retail ad- 
». vertisers, so much so that the daily 
Times-Picayune, for instance, stands second among 
U. S. morning papers in retail display linage car- 
ried in the first eight months of ’49, and first in 
department store linage. And you find New Or- 
leans retailers’ further profit-minded endorsement 
of the States in . 
than 2-million lines in States’ retail advertising 
since 1940! 


. runaway growth of more 


Matter of fact, the only thing minus 
about these two is cost. . . . You get 

both at one low cost. And with the two 
you’re geared for fofal advertising in New Or- 


leans! 


ASK JANN & KELLEY, INC., TODAY 


City Zone Families ............... 187,900 
Sales Management Survey of Buying Power, May, ‘49 
Total Circulation 
M & E wee e eee e+ 270,636 SanGey oo ccccces 
3 Months Ending Mar. 31, ‘49 


Milline rates as low as 1.88 MG&E... 1.95 Sunday 


TIMES-PICAYUNE and STATES 


SELL THE NEW ORLEANS MARKET 


GEARED TO 
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| Money -Maker In Your State ? 


ooceeccccccccees More important, how much do farm 
OCLAWARE FLORIDA ° | 
* 
° families in your state spend at retail ? 
° 
= 
. .° 2 
F ro, Z In the most progressive farm homes in all 48 states, you’ll find FARM JouRNAL— 
$107-960,000 $356,919,000 ° 
e 


Farm Family Buying Power 


amily Buying 
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the largest selling magazine in rural America. In the 34 big farm producer states " 


inl 


-— shaded red, it outsells the only other farm national. In fact, in the eight great states 


1 ° 
‘ae ce : “gee? marked with a®, FARM JOURNAL reaches the largest consumer audience of any - 
f i 8 national magazine. | 
. This is a real tribute to the vision and capabilities of the editors of FARM | 
‘ $523.336.000 : $302,083,000 JOURNAL, who keep 2,770,000 American families informed and inspired. It also 
ee , iieleaitiensases pie tq explains why so many business men with not only farm but consumer goods to 
mSsOuRb ; + a SMONTANA sell rely on FARM JOURNAL. 
ek : Y 3 If you subscribe to the axiom that the salesman, man or magazine, who makes 
: most calls in the right places makes more sales—you too will want FARM JOURNAL ‘4 
y 4: . a ‘o | —biggest salesman in most of America—working for you in 1950. : 
oO SSR ae one : $323,950,000 | 
— al ‘@ Farm Family Buying Powe 
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Le Biggest Salesman in Most of America 
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~ $504. 914.000 


Farm Family Buying Power 


$599 803.000 


m Family Buying Power 
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FARM MARKET TOTAL 
- 
RETAIL EXPENDITURES 


$506,637,000 


Farm Family Buying Power 


2 964,000 


Buying Powe 


In measuring your sales opportunity in the 
farm market, you naturally want the most 
‘*workable”’ figures you can get. 

**Gross farm income”’ isn’t the answer; 
it’s a business income. ‘‘Net farm income”’ 
covers income only to the farm operator. 
Neither figure includes billions of farm 
dollars earned in work other than farming. 

In 1946, Dr. Robert J. McFall, who directed 
the first U. S. Census of Distribution, es- 
tablished for FARM JOURNAL the first 
accurate, working measure of sales, based 
on actual farm cash buying. His study won 
an AMA award. “- 

The new study, based on 1948 farm cash 
expenditures, and broken down by states 
and counties, will be available shortly. If 
you would like to be high on the list to 
receive it, write Research Dept., Farm Jour- 
nal, Washington Square, Phila. 5, Pa. 


eeeeoeeee 


'SCONSIN WYOMING 


902,000 
Buying Power 


$107,163,000 


Farm Family Buying Power 
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More Supermarket 
Ads Educational, 
Institute Is Told 


Vircrnia Beacu, Va.—Supermar- 
ket advertising in local newspa- 
pers may reach a total of more 
than $60,000,000 during the com- 
ing year, Thomas P. McMahon, 
vice-president, Federal Advertis- 
ing Agency, New York, predicted 
at the annual mid-year meeting 
here of the Super Market Institute. 

“An analysis of more than 800 
advertisements of 1,974 stores re- 
veals that supermarket advertis- 
ing has come of age,” Mr. McMa- 
hon said. “A greater proportion of 
the supermarket’s advertising is 
being devoted to methods of edu- 
cating the consumer to more in- 
telligent buying, to the support of 
community projects, to moving 
farm crop surpluses, and to build- 
ing confidence in nationally adver- 
tised brands. 

“Advertising has become a 
powerful force at the local level. 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 
e PRINTED QUICKER 


e PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xce.to Press... 
[5 400 North Homan Avenue 
= Chicago 24, lilinois 
NEvada 2-2100 


Supermarkets use newspaper ad- 
vertising as a vital tool. The in- 
fluence of progressive leaders in 
the industry for better and more 
effective advertising is becoming 
more of a factor.” 


es Eight ways for increasing read- 
ership through newspaper adver- 
tising were enumerated by Mr. 
McMahon as follows: “(1) Sell ap- 
petite appeal with color and ap- 
petite words; (2) control reader 
traffic through better layout; (3) 


increase woman appeal by selling 
shopping benefits; (4) sell the ser- 
vices, cleanliness, friendliness, ease 
of shopping in supermarkets; (5) 
capitalize on local interest by fea- 
turing local products; (6) capital- 
ize on the appeal and familiarity 
of national brands; (7) sell the 
personality behind the supermar- 
ket; (8) sell community efforts 
through advertising.” 

The 12 best retail food adver- 
tisements of the year were awarded 
medals by McCall’s for distin- 


guished service through advertis- 
ing to the consumer, to the com- 
munity, to the farmer and to na- 
tional brands. More than 800 en- 
tries were submitted in the com- 
petition by members of the Super 
Market Institute. 


Kenman Names Coffman V. P. 


Kenneth K. Coffman has been 
named vice-president of Kenman 
Engraving Process Corp., Chicago. 
He is the inventor of a new, en- 
graving process. 


Advertising Age, November 14, 194: 


Sponsors Francis Dahl Show 
The Boston & Maine Railroad i 
sponsoring a series of telecast 
featuring Francis Dahl, cartoonist, 
Wednesdays at 7:10 p.m. over 
WBZ-TV, Boston. The show i; 
known as “Cartoons by Dahl.” 


Bozell & Jacobs Names Reed 


Byron W. Reed has been ap- 
pointed a vice-president in charge 
of public relations and publicity 
of Bozell & Jacobs, Omaha. He 
— with the company since 
1 , 


t * * * 


The Man You Dare Not Forget: 
Your DOSS and Ours... 
~The READER 


* * * * 


, 


* * * % 


Number 2 in a Series 


T IS very easy to forget who is the boss of every- 
body in business. Easy to think you work merely 
for the Front Office or the Board, or your stock- 

holders, or your biggest distributors—or anyone else 
closer to you than the man who has the real and final 
say. These may be your immediate bosses. But in the 
end, after all the meetings and campaigns and hoorah, 
the man who pays your salary—or your dividends — is 
the man in his thousands or millions who buys the 
result of your work. Or who, if he doesn’t buy it, puts 


you on the skids whether you know it or not. 


All of us who make things to sell, or who help to sell 
them, work for this man. Call him what you like: 
customer, purchaser, user, prospect, buyer, ultimate 
consumer .. . he’s the boss. No manufacturer is big 
enough to disregard the specifications set by his needs 
and tastes, none so clever as to make him eat what he 


doesn’t want. 


The Reader Makes or Breaks Publishing — 
and Advertising 


In publishing, and in printed advertising, we call this 
man the Reader. For without readers a magazine is not 
a publication, but only a wad of printed matter. With- 
out readers, advertising is only so many pretty words 


and pictures. 


Responsibility to the Reader is the Key 
to All Other Services 


It is the publisher's business to serve this man before 


any others—and in order to serve the others. He can- 


not, indeed, serve anyone else except by first giving 
the reader what that reader needs and wants and wil! 
read. Above all, he cannot serve the advertiser except 
in this way. For if the publisher does not furnish actual 
readers to the buyer of space, it does not matter how 
many copies he sticks in the mails; they might as well 
be stuffed down the nearest manhole. His first respon 
sibility, and the key to all others, is his obligation to 
the reader. 

Now, in business paper publishing there are two 
ways of treating this responsibility. And the differenc 
between them marks the basic difference between two 
seemingly similar kinds of publications. 


The PAID Publisher's Direct Obligation 
to the Reader 


One way is to accept the responsibility squarely. 10 
assume it as an obligation to the reader, contractual 
moral and practical. 

This is the way the responsibility is taken by ‘h 
publisher of a genuinely Paid-circulation busi¢s 
paper, asa part of the very foundation of his busin °ss 
He solicits the reader’s money for subscriptions. 5} 
accepting it, he binds himself legally to furnish s0- 
many consecutive issues and morally to make t! 0s¢ 
issues equal in interest to the previous ones w! ic! 
have attracted the reader’s money. In practice, he has 
to do this, and keep on doing it, to exist. For ih 
does not maintain reader interest, people will stop ub- 
scribing to his publication, and presently he will 10! 


even have supposed readers to offer the advertisers. H¢ 
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Photo-Lettering 
Machine Reproduces 
Display Composition 


ELIzABETH, N. J.—American Type 
Founders has introduced a photo- 
ettering machine which can pho- 
ographically reproduce display 
‘omposition in 23 different styles 
of type. 

The new ATF-Hadego machine 
eliminates necessity for type-set- 


ting, makeup, handling and stor- 
age of metal type, as well as the 
need for pulling reproduction 
proofs. 

Matrices can be set and spaced 
by hand in normal script, from 
left to right, permitting the op- 
erator to read the line before pho- 
tographing and thus eliminate 
many composition errors. 

The matrices are photographed 
by surface reflection and positive 
images are obtained. Negative 
images can be made using a re- 


versed development process. 

ATF’s machine is automatic with 
regard to length of line and in- 
dentation, amount of line spacing 
and leading, degree of enlargement 
or reduction, repeat exposures for 
duplicating type or borders, double 
exposures or shaded letters and 
movement of film. 


Chain Belt Names Davis 


Russell G. Davis has been named 
a sales executive of Chain Belt 
Co., Milwaukee. 


Names Flint Advertising 

Steel Sash Service & Sales Co., 
Weehawken, N. J., has named 
Flint Advertising Associates, New 
York, to handle advertising and 
promotion. Newspapers, business 
papers, direct mail, radio and tele- 
vision will be used. 


Faison Joins Arndt Agency 
Emmett B. Faison, formerly 
with Meredith Publishing Co., has 
joined John Falkner Arndt & Co., 
Philadelphia, as assistant to Sey- 
mour S. Preston, vice-president. 


and his publication will hit the ash-can. So, in the 
office of every genuinely Paid-circulation business 
paper it is as though these words were written in 
letters of fire on the walls: “Our boss is the reader.” 


By virtue of fulfilling this exacting loyalty, the 
Paid-circulation business paper serves the advertiser, 


the industry and the public interest 


The Easier Way Open to the FREE Publisher 


The other way of looking at the publisher's obligation 
to the reader is a much lighter, looser and easier one. 
It is that which is possible in the Free-distribution 
field. Here, the publisher owes no legal obligation 
whatever to the reader. Not having taken his money 
he can cut off any one reader—or a thousand of them 
if he wants to retrench—without fear of a single legiti- 
mate squawk. Morally, his obligation to give the reader 
editorial value is only as heavy as his good sense and 
ethics make it, or as his advertisers demand, for it is 
not a direct obligation to the reader, but only an im- 
plied obligation to the buyer of space. Practically, the 
Free-distribution publisher’s independence of obliga- 
tion to the reader has advantages which he naturally 
values and disadvantages which, to do him justice, he 


often laments. 


On the one hand, not having to obtain the reader’s 
money, or even his consent, he can add a thousand 
names to his list at the drop of a hat. On the other, he 
feels acutely the need of some continuing, systematic 
and automatic way of measuring reader interest. He 
is uneasily conscious that today’s readers may change 
into tomorrow's ho-hum-ers, without his being aware 
of it, since they do not have to show interest by re- 
newals to stay on the mailing list. Upon his wall there 
is no troublesome admonition, but neither is there a 


guiding and reassuring principle. 


Not All Take the Easier Way 


In justice to the better publishers.in the Free-distribu- 
tio: field, it should be said that they are not altogether 
ha) py with this ambiguous arrangement. They would 
be reluctant to abandon their ability to add circula- 
lio. at will, for mere figures are impressive to many 
ad\ crtisers. But they are aware that the advertiser 
eX} octs circulation to consist not merely of addressees 


bu of actual readers. And they know that this can 


be achieved only by an intelligent editorial service 
to the reader. Accordingly they go to considerable 
effort and expense in their endeavor to put out well- 
edited publications. 


Exceptions in FREE-circulation 
Prove the Rule in PAID 


But these are the exceptions. ‘They stand out conspicu- 
ously in a field where excellence is rare because it is 
not a “must’’. . . where it is demonstrably possible to 
get by and make money with little more equipment 
than a mailing list, a paste-pot-and-shears and credit 
at the printer ., 


Yet the editorial quality which they achieve, and 
which distinguishes them as exceptions in their own 
field, is no more than the usual, matter-of-course and 
necessary quality among publications which gain their 
circulation by earning subscriptions. Genuinely Paid- 
subscription papers—that is, those which can show 
ABC-auditable circulation—have to maintain such 
standards merely to live. In order to prosper they must 
first meet an obligation to the reader which is also 
their first obligation to the advertiser. 


The Basic Distinction 


Audited-paid (ABC) business papers are character- 
ized by high quality in many other respects as well. 
Among these are: validity of circulation lists attested 
and checked by subscribers in the act of subscribing; 
the evidence of intent-to-read inherent in the sub- 
scriber’s laying cash on the barrelhead; and verifiabil- 
ity in searching detail of every feature of circulation— 
including evidence of “wantedness”—in an ABC audit. 
All these deserve discussion, and we propose to discuss 
them later. But basically, the distinguishing feature 
of the Paid-circulation paper is the fact that it is dedi- 
cated to the service of the Reader. It works—and it 
can never forget that it works—for the man who is the 
ultimate boss of us all. Only by working for him can it 


truly work for the advertiser. 


* 


McGraw-Hill Publications 


330 West 42nd Street, New York 18, N. Y. 


HEADQUARTERS FOR BUSINESS INFORMATION 


EVE 2Y MceGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, THE AUDIT BUREAU OF CIRCULATIONS 
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WI/BK Promotes McKenzie 


Edmond T. McKenzie has been 
named assistant general manager 
of radio and television stations 
WJBK and WJBK-TYV, Detroit. He 
joined WJBK in 1937 as engineer 
and became chief engineer in 1941. 
In 1942 Mr. McKenzie added the 
duties of chief announcer. Since 
1945 he has run “Jack, the Bell- 
boy,” a disc jockey show. 


Wolf Leaves Ostby & Barton 


W. Irving Wolf has resigned as 
president and general manager of 
Ostby & Barton Co., Providence, 
manufacturing jeweler. Edwin 
Krause has been named vice-pres- 
ident and general manager of the 
company. Nicholas Anitole, sales 
manager, has been named vice- 
president in charge of manufac- 
turing. 


Offers Word-Study Ad Course 

City College of New York, 
School of Business, is offering an 
ad course whereby the students 
split their schedules between the 
class-room and paid employment 
with companies cooperating in the 
program. 


KWK 


NOW HAS THE COMPLETE 
Metro, Goldwyn-Mayer 
PROGRAM SERIES 


AVAILABLE IN 
THE ST. LOUIS MARKET 


ye "M-G-M THEATRE 
OF THE AIR” 


Hour-long Screen adapta- 
tions with original stars 


ye “THE ADVENTURES 
OF DR. KILDARE” 


Starring Lew Ayres and 
Lionel Barrymore 


x "JUDGE HARDY’S FAMILY” 


Starring Mickey Rooney 
and Lewis Stone 


xe “AT HOME WITH LIONEL 
BARRYMORE” 


Colorful stories of the ene 
tertainment world 


xe “HOLLYWOOD U. S. A.” 


Starring Paula Stone 


x "GOOD NEWS FROM 
HOLLYWOOD” 
Starring George Murphy 


_ “MAISIE” 
Sterring Ann Sothern 


te “CRIME DOES NOT PAY” 


Academy Award adapto- 
tion 


Globe-Democrat Tower Bidg. 
Saint Louis 


eS 


Representative 
The KATZ AGENCY 


; Sar eee mM i> as . “-e es F ie La ad Pine ee ee ae wed % ‘hes bij ve oa . - Se 
ak pee bese" ae , , : Ban sae ae fo te oe ‘eo 5 AE ae aha oe aT al, ‘ ae a. es Clg aes: Dak ak 3 ia 
Bis op a “ wi S sgh Pi ioe Fe ae te Brae tones Seat Ge a eee ee a aie : © ye ant ae oe ee poet Sale = a es : ara 
iia Ena : St er ise" Pe eee eee ate os Cretan hie io area a ¥ - ee ages aS 
pe at at ee ge a oe es 5 let igh eRe eee Soe ee tee oe ia hae es een deg § re os : ne hake ty 
i — —- ns SS a TE Te ” ee 3 
.: 
, 194: ee a 
' es 
SS 
eC er 
Ow = 
pad j eS 
Pele 5 4 
ecast i 4 a 
Ons’, : 
i 
over 4 
WwW 13 a 
1.” “a 
° , Fi 
ed | eee 
re 4 
7 | es 
h ap | "7 
harg: ee ie 
i 8 i) 
plicit eS ; 
a. He 
since 
' ' ' 
| 
nn ig 
J i ae: 
; ‘ ey 
' Oe 
a 
} ie sees 
. ' ies 
’ 
ate 
ae 
’ 
ee ee 
e - - ——E el 
aa 
ae 
Bee oa 
eee 
ae 
oe 
{ 
po ; 
. iin 
act i? 
Ba 
. an 
ese.” 
tae 
ek cae 
gs 
aes 
Med oe PT 
isk oe 
FY _— 
Pi 
7 
wee 
eae 
oe ae 
| rs Ea 
P| oe 
ae 
Ae Mees 
pee 
ease 
eee 
ee 7 
Bos oe 
a vio 
ahaa 
oi 
. a ee 
‘(Taare 
ie ag 
Feed 
pig ae 
pa ta 
be 
og 
eer 
ee 
Z aan 
Po ; 
ore 
hee 
eae 
ee chk ty tip 
ae! ‘4 
eae a 
2 Ea 
ee ee) En 
=i 
: Patt 
no 
toe 
eye 
(| 
ee 
he 
re 
u se 7 
jae Leal a 
ca ig 
ca pally tS ea Fe, , “=a f eo) ' £ Eee 5 : 2 thie i Met Be haere) 4 By ata > Moe, aia = : oe “ek ates ' 5 oe A 2 ie +: ak te , Pt ae ee ae i F sik ete 2) oe 
Rs ee ed My ee "75 Rae Se IG se Ea Te FN, ine a lls pia a ot AN eee ees it San pe tay Bsa R i if th P rae eae F : Bee Fy 9 ae Sie as ee GY ale ee 
Re LA TEE ee eae US eet Men eee aden Pte Mare CMe OME ie ea ee recot™ © DRA aoe eck veel mera eth cope terest hte SS ie eat a Ree, Sa gS ea S-aair ig be re SUR eR A rae eee Pas at epee ee ae a BI a ee PS Ra eee ee tf 
Pace 5 ah : F aah Viale NEEPR IOI Y 4% PPT ee a ene (i oe Ne eae phy Vb oie ated DOE SRS a EN Tage RO oe a. RE Cee yee oe Sa INC CAN nits fh ip Se eo Laer a Ee ae oh Eee Nn EB ge tO uhex 19. ore BP SES 


= 
4 


‘Park East’ Names Agency 

Park East, New York society 
monthly, has appointed Wiley, 
Frazee & Davenport, New York, 
to handle its advertising and pub- 
licity. It is the magazine’s first use 
of an agency. 


Ronalds Names Bradley 

Edward Charles Bradley, for- 
merly with R. C. Smith & Son, To- 
ronto agency, has been named ac- 
count executive in the Toronto of- 
fice of Ronalds Advertising Agen- 
cy. 


Appoints Richardson 


Kermit L. Richardson, formerly 
account executive of Dudley L. 
Logan Advertising, Los Angeles, 
has been named circulation direc- 
tor of Outdoor Sportsman, Little 


Rock, Ark. 


Bischoff Promotes Brown 


Albert G. Brown, field super- 
visor, has been named sales man- 
ager of Ernst Bischoff Co., Ivory- 
ton, Conn., pharmaceutical manu- 
facturer. He will be in charge of 
sales and advertising. 


Will Air Basketball Games 


Sports Broadcast Network, 
through Weightman Inc., Philadel- 
phia agency, has acquired the 
rights to broadcast the 1949-50 
home and away games of the Phil- 
adelphia Warrior professional bas- 
ketball club. 


Leech Appoints Dawley 


Edna Dawley, formerly with 
Mellor & Wallace, Washington 
agency, has been appointed head 
of the copy department of Leech 
Advertising Co., Cleveland. 


Names Griswold-Eshleman 


Griswold-Eshleman Co., Cleve- 
land, has been appointed to handle 
public relations for the Union Bank 
of Commerce. This is in addition 
to the bank’s advertising account, 
which the agency has held for sev- 
eral years. 


Appoints George Dock 

George Dock Jr., formerly with 
the National Audubon Society, has 
joined Albert Frank-Guenther 
Law, New York, as an account ex- 
ecutive. 


Cl Serve") 


Motto of HRH The Prince of Wales 


ERVICE, in the bright lexicon of 
S the Advertising Typographers 
of America, Inc. might be described 
as “putting everything you’ve got on 
the ball.” An ATA member takes a 
keen personal pride in every job in 
his printing domain. He will go far 
out of his way to make it as nearly 
perfect as possible. The knights of 
old served their kings with a fierce 
loyalty. He feels the same way about 
his customers. They deserve nothing but 
the best! 

The ATA member is a specialist. 
He knows all about layout and pro- 
duction. He is an expert on how to 
get the most out of type. In matters 
of typography, his suggestions and 
advice are of incalculable value. His 
vast fund of specialized information 
is yours for the asking—and it costs 
you nothing. It’s part of his service. 
He is on your team. Knowing that 


ATA Service will never let them 
down, advertising men in ever in- 
creasing numbers are leaving all de- 
tails of typography in ATA hands. 

Consult with an ATA member in 
planning your new advertising cam- 
paign. You know the importance of 
appearance—of eye-appeal—in your 
ads. Here the ATA expert shines. He 
can tell you how your ads will look 
and he can make them look that way. 
The interest he takes in your prob- 
lems is a part of his idea of service. 
When you trust a piece of copy to 
him, you may be sure he will produce 
as fine a finished product as possible. 
He himself will accept nothing less. 

The best way to learn about this 
unusual service is to try it. Your near- 
est ATA member will be glad to dis- 
cuss your typographical problems 
with you, and it will cost you nothing. 
ATA thrives on satisfied customers. 


Advertising Typographers Association 
of America, Func. 


Executive Offices, 461 EIGHTH AVENUE, NEW YORK CITY 1 * ALBERT ABRAHAMS, Executive Secretary 
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Typographers 
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_of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

i Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Co. 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 

KALAMAZOO, MICH. 

Claire J. Mahoney 

LOS ANGELES, CAL. 

William Carnall 

The House of Hartman 

LOUISVILLE, KY. 

The J. W. Ford Company 

MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 

MINNEAPOLIS, MINN. 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Atlas Typographic Service, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmide, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

. BL ota tien 7 a ' 
anderbilt-Jackson Typography, Inc. 

Kurt H. Volk, Inc. aac 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co. 

Typographic Service, Inc 

PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 


SEATTLE, WASH. 
Martin & Pettitt, Inc. 
Frank McCaffrey’s Acme Press 
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‘Shopper’ TV Show 
in N. Y. Sold Out 


New YorK—WABD’s “Televisio: 
Shopper” is setting an example 
which many TV programs woul: 
like to follow. The participation 
show, telecast Monday throug) 
Friday from 11 a.m. to 12 noon, 
EST, on the DuMont station, is 
sold out and has a waiting list of 
five advertisers. 
Kathi Norris has just complete: 
her first year as the “Television 
Shopper.” When the program 
started, it was a 30-minute attrac- 
tion, aired at 10:15-10:45 a. m. 
Format of the telecast is just 
what the title suggests. Miss Norris 
uses her time to help make shop- 
ping easier for her audience. She 
and her staff search throughout 
the city for items of unusual in- 
terest or value. These are dis- 
played and the audience learns 
where they can be bought and for 
how much. 
A great many of these products 
are shown on what amounts to 
somebody else’s time. Participat- 
ing sponsors pay $100 for a one- 
minute plug; advertisers, whose 
wares are singled out for mention 
on the program by Miss Norris as 
a part of her service, pay nothing. 
More than 3,600 of the 3,800 pro- 
ducts demonstrated so far have 
been in the free category. 


ws Saks 34th St. department store 
recently assumed sponsorship of 
the first half-hour of the program 
on a daily basis. Since that time 
Miss Norris has managed to find 
all her “interesting items” for that 
portion of the show at Saks. Time 
was bought through H. B. Hum- 
phrey Co. 

Participating products are Aborn 
coffee (Donahue & Coe), Good- 
man’s noodles (Al Paul Lefton 
Co.), Gravy Master (Samuel Croot 
Co.), Jane Parker Bakery division 
of A&P (Paris and Peart), Habi- 
tant soups (Sheldon, Quick & Mc- 
Elroy), Plasta Starch (Al Paul 
Lefton Co.), McKesson & Robbins 
(J. D. Tarcher & Co.) and Revere 
Copper & Brass kitchen utensils 
(St. Georges & Keyes). 

Both A&P and Plasta Starch 
have been on the “Shopper” for 
more than six months. 

Since Miss Norris takes orders 
for a great many products which 
she exhibits, her program has had 
an outstanding mail from the out- 
set. An average of 1,350 people 
write her every week. 

Guests are featured on the 
“Shopper,” too. A frequent one 
is Wilbur Stark, producer of the 
program and husband of its star. 


National Battery Ups Three 


W. C. Shull, manager of na- 
tional account sales of Nation:! 
Battery Co., St. Paul, has been 
named assistant general sales mani- 
ager of the company’s own brancs 
—National, Gould, Vesta and 
Kathanode. N. R. Farsje, manager 
of national accounts sales of the 
western division, has been a)- 
pointed manager of national ac- 
count sales of National Battery C». 
R. W. Stoll, in the national a- 
counts sales department, has been 
named eastern manager of nation |! 
accounts sales. Both will work wi © 
the company’s private brand a’ - 
counts. 


Joins Muter & Culiner 


Eddie Gould, for 14 years a - 
count executive and radio dire - 
tor in the Toronto office of M - 
Connell, Eastman & Co., has join: 4 
Muter & Culiner, Toronto agenc ’, 
as a vice-president and direct 
The agency in the future will ° 
known as Muter, Culiner, Fran’ - 
furter & Gould Ltd. 


GE X-Ray Promotes Cox 


Willard J. Cox, marketing ma! - 
ager of General Electric X-Re- 
Corp., Milwaukee, has been nam¢ — 
vice-president in charge of ma! - 
keting. He has been with the com 


pany for 19- years. 
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WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN...WELL INFORMED 


Basic Formula: MEDIA 


An advertising medium is any vehicle that brings the seller’s wares to 
the attention of prospective buyers. The more prospects it reaches, the 
better the medium. 

The medium itself — publication, radio, etc.—also advertises to get 
advertisers. And, it is a tribute to Business Week that so many media 
advertisers use the pages of BW to sell their own product. 


REASON: Media advertisers are keenly aware that Business Week 
reaches the most highly concentrated audience of Management-men 
—executives who make or influence important buying decisions. 


RESULT: Business Week carries more Media advertising than any other 
general business or news magazine. Media advertisers find it produces 
results, at less cost, because — 


Media Advertisers* 
in Business Week 


American Girl Magazine 

American Telephone & Telegraph Co. 
Capper-Harman-Slocum, Inc. 
Capper’s Farmer 

Columbia Broadcasting System, Inc. 
Country Gentleman 

Dallas Morning News 

Household 

Midwest Farm Paper Unit 

The Oregonian 

Philadelphia Evening Bulletin 

Wall Street Journal 

Woman’s Day 


*Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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UNION RUBBER & ASBESTOS CO 
TRENTON, N.J 


BEST-TEST MAKES PASTING A PLEASURE 


Briefs on BMB Tax Suit 
Due by Mid-December 

Following a one-day hearing in 
U. S. Tax Court in New York, 
lawyers of Broadcast Measure- 
ment Bureau and the Internal 
Revenue Bureau were given 45 
days to submit briefs. Suit will de- 
termine whether BMB is subject 
to taxation as a profit making or- 
ganization. BMB contends it is 
strictly a non-profit group. 

A decision on the bureau’s tax 
status, a threat hanging over 
BMB’s head for more than a year 
and adding to its financial prob- 
lems, is not expected for some time 
after submission of briefs. 


Waterman's Holiday 
Drive Is Launched 
in U.S. and Canada 


New YorK—L. E. Waterman Co. 
has just launched its Christmas 
campaign in The Saturday Evening 
Post, This Week Magazine and the 
Sunday sections of the Philadel- 
phia Inquirer, New York News, 
Chicago Tribune, and New York 
Times. 

The Times and News will carry 
other insertions, and there will be 
cooperative ads in other cities. 
Each publication will carry a full- 
color page for the campaign wind- 


November Time, while Reader’s 
Digest will carry a_ full-color 
spread in both English and French 
issues. 

Other Canadian publications be- 
ing used include Family Herald 
and Weekly Star, Free Press Week- 
ly Prairie Farmer, La Patrie, La 
Presse, Le Samedi, Maclean’s Mag- 
azine, National Home Monthly, 
Standard and Star Weekly. 

McKim Advertising Ltd., Mon- 
treal, handles the account. 


Adams Joins Wellman Agency 


John H. Adams, formerly crea- 
tive director of Brad-Wright-Smith 
Advertising, Cleveland, has joined 
R. C. Wellman & Associates, Cleve- 
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up. Charles Dallas Reach Co. is the} land, in the same capacity. 
agency. 
Magazines, farm  publications| Monarch Sandwich to Sines 


and 70 daily newspapers will Raymond L. Sines & Associates, 
spread the Waterman message 1N| San Francisco, has been named to 


Canada. Back covers will be used| direct the advertising of Monarch 
'on the December Liberty and on a! Sandwich Co., San Francisco. 


To Approach the N FWS 


As You Approach A Business Problem 


Whether you are on the executive, creative, 
media or research side of your business, you 
are accustomed to getting all the facts about a 
problem before you make a decision. You look 
ata product ora market from different angles 
—appraising, weighing. Then, knowing the 
subject, you feel confident 
—know where to go. 


Yet in the vital field of in- 
formation about our coun- 
try and the world and the 
future of us all, you have 
been dependent on frag- 
mentary, intermittent re- 
porting, often colored by 
headline values beyond the 
merit of the facts. You have, 
for instance, read dozens of 
pieces on Russia, on Ger- 
many, on U.S. Strategy; 
but it would take a brain 
like anI BM machine to file 
these items in any proper 
relationship, so as to reach 
any valid conclusion. 

The Reporter is designed 
to help you solve this prob- 
lem. It uses a new journal- 
istic technique not dissim- 
ilar to your own business 
approach. 

The Reporter devotes a considerable portion 
of each issue to one subject—stating it, inter- 
preting its importance and considering its 
various aspects. You understand the situation 
as a whole, because you see its interrelated 
parts — rather than its disconnected frag- 
ments. Then, knowing the subject, you feel 
confident—know where to go. 


For sample copy P/case write, on business 
stationery, to HOUSTON BOYLES, Jdver- 
tising Manager, The Reporter, 220 East 
42nd Street, New York 17, N. Y. 

Phone: MUrray Hill 7-4742 


The November 8 issue of The Reporter is a 
good example. It’s theme is: U.S. STRA- 
TEGY FOR PEACE. An advertising man 
said of it, in casual conversation: “I gota ter- 
rific wallop from it—I had to read it all. I 
had to look at the subject from each different 
angle, with each writer. 
Then I got a tremendous 
satisfaction—TI felt I really 
understood what it was all 
about! It was really pro- 
ductive reading.” 


Each issue of The Reporter 
carries other articles be- 
sides the theme material— 
facts on situations of con- 
tinuing interest. You will 
find the writing clear, but 
never oversimplified; T'he 
Reporter assumes its read- 
ers are intelligent. The 
Reporter approaches every 
fact objectively, but it is not 
always impartial: It is par- 
tial to democracy. 


Please take advantage of our sample offer. * ee 


We believe you will appre- 
ciate The Reporter for it- 
self—for your own read- 
ing. After you have read an 
issue you will realize why 
this magazine has an increasing influence in 
influential circles — which may point to its 
use for certain of your clients. Finally, we 
think you will appreciate the contribution 
of The Reporter toward good thinking and 
good citizenship — which some of your 
clients may consider very important to their 
businesses. 


Advertising Age, November 14, 1949 


Blees Sees Strong 
Demand for TV Sets 
Through Next Spring 


CuiIcaco—The nation’s television 
manufacturers “are going to lose 
a million sales before Christmas 
because television sets are not in 
free supply,” according to W. A. 
Blees, vice-president of Avco Mfg. 
Co. and general sales manager of 
the company’s Crosley division. 

Mr. Blees, who looked rested at 
his press interview here despite a 
grueling cross-country tour to in- 
troduce the 1950 Crosley line to 
dealers, estimated that the TV set 
industry will sell approximately 
500,000 sets before Christmas. 

The shortage is not confined to 
video sets alone, he pointed out. 
Speaking of Crosley specifically, 
he said that almost all of the 
company’s products again are on 
allocation—including radio sets. 


ws “The public came back into the 
refrigerator market,” he said, “in 
July, August and September” and, 
as a result, Crosley dealers as a 
group have only about one-fifth of 
their normal inventory in refriger- 
ators. 

Mr. Blees predicted that the 
buying upsurge would continue 
well into next year and that sales 
of home appliances in 1950 will be 
about equal to those recorded this 
year. 

“Distribution of about $2 bil- 
lion in insurance dividends to vet- 
erans will give business a shot in 
the arm during the normally slow 
months of January and February. 
Then we will go into spring when 
general business normally turns 
up,” he declared. 


a He predicted that the shortage 
of television sets and radios—es- 
pecially console models—will con- 
tinue into next year because cab- 
inets will be in short supply that 
long. 

The demand for video sets, he 
continued, appears to be equally 
strong in almost all markets, 
whether they are one-station or 
multiple-station markets and with- 
out regard for the number of sets 
already operating in the market. 

Crosley’s promotion will con- 
tinue strong, he added. And in re- 
sponse to a question on appliance 
advertising, Mr. Blees commented: 
“Promotion is no good without a 
product—you'll ruin a company if 
you promote a product which does 
not come up to the promotion 
claims.” 


Ad Council's Religion Drive 
Breaks in Newspapers 


The Advertising Council, New 
York, launched a campaign on 
“Religion in American Life” Novy 
1 in cooperation with the Unite: 
Church Canvass, Federal Counc 
of Churches and many other re- 
ligious organizations. Newspape' 
ads prepared by volunteer agenc 
J. Walter Thompson Co., Ne\ 
York, have been released to evel! 
daily and weekly newspaper in th 
country for local sponsorship, an 
are scheduled through Thanksgi\ 
ing Day. 

Free mats are available on 
series of five ads in full-page, 1,0¢ 
and 600-line sizes. Each featuré 
the campaign slogan, “Find you! 
self through faith—come to churc 
this week.” Radio support is sche 
uled through the council’s rad 
allocation plan. More than 5,06 
outdoor posters have been ordere 
by members of the outdoor adve! 
tising industry to support the can 


paign. 
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9-Month Ad 
Volume Told for 
Top Newspapers 


New YorK—The Chicago Trib- 
une leads the pack among both 
six-day and seven-day newspapers 
in total advertising for the first 
nine months of 1949, according to 
Media Records’ “First 50 Report.” 

For the period, total advertising 
in morning and Sunday editions of 
the Tribune amounted to 30,402,- 
782 lines. The Milwaukee Journal, 
evening and Sunday, placed sec- 
ond in this bracket, with a total of 
29,672,636 lines, followed by the 
Washington Star (evening and 
Sunday), 26,763,926 lines; New 
York Times (morning and Sun- 
day), 25,948,317, and Miami Her- 
ald (morning and Sunday), 25,- 
787,000. Strike troubles during 
April reduced the over-all linage 
of the third-place Star somewhat. 

In retail advertising, the New 
York News led morning papers 
with a nine-month total of 12,- 
382,507 lines, including 3,578,866 
lines of split-run advertising. The 
Milwaukee Journal ranked first 
among evening papers, with 13,- 
273,829 lines, while the New York 
News led Sunday papers, with 7,- 
628,376 lines. 


a The Chicago Tribune was first 
among morning dailies in general 
advertising, of which it carried 
3,133,161 lines during the nine- 
month period. The Chicago Daily 
News led evening papers, with 2,- 
736,527 lines, and the New York 
Times paced the Sunday papers, 
with 3,277,783 lines. 

The Chicago Tribune also led in 
department store advertising 
among morning papers, with a 
total of 4,654,538 lines; the Mil- 
waukee Journal, with 6,687,227 
lines, was first among evening pa- 
pers, and the New York Times led 
the Sunday papers, with 3,787,230 
lines in this classification. 

The leading five newspapers in 
Media Records’ general and total 
advertising categories include: 

GENERAL ADVERTISING 
Weekday Morning Papers 


COI TID esitciercscaseniotimveseicenens 3,133,161 
New York Times 
Boston Herald 
Philadelphia Inquirer .... 
Miami Herald 
Weekday Evening Papers 
Chicago Daily NWS .........cccccccceeesees 2,736,527 
.. & es 2,714,780 
Philadelphia Bulletin 


fo Se 2,633,081 
A | EES 2,481,931 
Sunday Papers 
oe, ee 3,277,783 
Cleveland Plain-Dealer .................... 2,188,035 
New York Herald Tribune ............ 2,168,845 
CRAM NTN secsescesinbitinnicsessencizcicel 2,116,090 
Philadelphia Inquirer ...........00+ 1,707,673 


TOTAL ADVERTISING 


Weekday Morning Papers 
Chicago Tribune 


Daan es hihcadeaclintnaes 18,476,053 
New Orleans Times-Picayune ....16,870,256 
Los Angeles Times ...........-.0:c0::00 16,866,614 
NOW YORK NewWS®  .nccccccocsccsccssecsssscecese 15,792,191 


“New York News linage includes 3,652,- 
692 lines of split-run advertising. 


Weekday Evening Papers 


Milwaukee Journal 
Vashington Star 
Detroit News 
Houston Chronicle ..... 
Dillas Times-Herald .. 


Sunday Papers 


New York Times 
C \icago Tribune 
C eveland Plain-Dealer 10, 
Philadelphia Inquirer .......:.:000000- 9,455,771 
Now York News* 9,171,711 


“licludes 2,177,667 lines of split-run ad- 
Vertising. 


Fichardson Names Rumrill 
Charles L. Rumrill & Co.,° Ro- 
‘hester, N. Y., has been retained to 
andle the advertising of Richard- 
‘on Corp., Rochester, processor of 
%da fountain and ice cream fruits 
nd syrups, and draft and bottled 
root beer. 


*ING Appoints Blair 

Station KING, Seattle, owned 
nd operated by KING Broadcast- 
‘ng Co., has named John Blair & 
0. as exclusive national repre- 
ontative. 


{ 


Six Retain James D. Woolf 

James D. Woolf, formerly a vice- 
president of J. Walter Thompson 
Co. and now a free lance advertis- 
ing counselor, with headquarters 
in Santa Fe, has been retained in 
an advisory capacity on plans and 
copy by Sports Afield Publishing 
Co., Minneapolis; Lighting Pro- 
ducts Inc., Highland Park, IIL; 
Tesuque Traders Inc., Santa Fe, 
and Southwestern Master Crafts- 
men Inc. Mr. Woolf also has been 
retained by Rowe & Wyman Co., 
Cincinnati agency, and Ridgway 
Co., St. Louis agency. 


Names Royal & de Guzman 


Kerge’s, New York, retail shop, 
importer of fine linens and lin- 
gerie, has named Royal & de Guz- 
man, New York, to handle its ad- 
vertising. Newspapers, magazines 
and direct mail will be used. 


Falk Joins French Agency 


Matthew J. Falk, formerly a 
partner in Arthur G. Rippey Ad- 
vertising Agency, Denver, has 
joined Oakleigh R. French & Asso- 
ciates, St. Louis, as art director 
and plan board member. 
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Cindolddled ENAMEL PAPERS 


e When The Hoover Company revolutionized the 
nation’s cleaning habits 41 years ago, the grandad 
of more than eight million Hoover Cleaners was a 
tin-and-wood heavyweight retailing at $125. Today, 
despite higher wages and material costs, the far 
superior, streamlined Hoover Model 115 shown 
above costs only $49.95 (with trade-in). 

Undoubtedly, this experience influenced The 
Hoover Company to be one of the many leading 
concerns who have switched a large part of their 
fine commercial printing to Consolidated Enamel 
Papers at savings of as much as 15 to 25% or more 
below the cost of premium-priced enamels. 


Cored 


PRODUCTION GLOSS 
CONSOLIDATED WATER POWER & 


Main Offices: Wisconsin Rapids, Wisconsin 
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gl LALELL 'N\MEI. PAPERS 


MODERN GLOSS 


Consolidated Enamels’ lower prices, like that of 
Hoover’s Model 115, are the result of modern pro- 
duction methods. The revolutionary enamel paper- 
making process, introduced by Consolidated, pro- 
duces fine printing paper, fully coated on both sides, 
in a single high-speed operation that eliminates 
many costly steps still in use by other makers. 
Whether your own commercial printing needs 
are full-color advertising pieces, a house organ, or 
black and white sales promotion material, be sure 
you are not paying a penalty for out-dated ideas 
about fine papermaking. Investigate Consolidated 
Enamels yourself. © C. W. P. & P. Co. 


FLASH GLOSS 


COMPANY 


Sales Offices: 135 So. La Salle St., Chicago 3 
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NIAA Will Study 
Industrial Shows 


New YorK—A study of trade 
and industrial shows will be un- 
dertaken by the National Industrial 
Advertisers Association to find 
ways of increasing the worth of 
exhibitions for industrial advertis- 
ers.. 

The project was announced by 
Stephen J. Daly, advertising man- 
ager of Owens-Corning Fiberglas 
Corp. and chairman of the NIAA 
committee on conventions and ex- 
hibits. 

The study is now in the form of 


a project outline, Mr. Daly said, 
and present plans call for the re- 
sults of the survey to be announced 
at the 1950 NIAA convention in 
Los Angeles next June. 

Mr. Daly and W. F. Weimer, 
Pittsburgh Equitable Meter divi- 
sion of Rockwell Mfg. Co., who is 
vice-chairman of the committee, 
will develop an exhibit audit form 
and procedure for its use. 


Appoints C. ]. LaRoche 


Independent Artists, Hollywood, 
has named C. J. LaRoche & Co. to 
handle the company’s advertising. 
Foote, Cone & Belding formerly 
handled the account. 
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POWERHOUSE, Jimmy Power’s 
column on the sports pages of The News 
.-.is usually tightly packed with short 
items, apparently of absorbing interest 
to sports fans, as it gets one of the highest 
readership ratings in the paper. 

But once in a while Powers gets off 
his beat, as the instance reprinted below 
...and the result is often amusing, always 
interesting. And indicative, as well, of 
the character that has earned The News 
the largest audience of any American 
newspaper...and brings advertising in 
The News to the attention of seven out 
of ten of the families in the New York 
metropolitan area, 


We slaughtered a platter of chicken 
cacciatore, sluiced down with some good 
chianti, and very shortly, in the company 
of our Neopolitan newspaper pal and music 
critic, Bob Bagar, were, sitting sleepily 
on approximately the 50-yard line of the 
football field at City College. 

The NewYork Philharmonic was giving 
a concert at Lewisohn Stadium. A hand- 
some young duke with a cowlick, up there 
in a white dinner jacket, was fiddling like 
crazy. His name, the scorecard said, was 
Nathan Milstein. He whipped through 
Mendelssohn’s Concerto in E Minor, Opus 
64. Shift and change signals. The program 
said the job was in three sections: 1. Allegro 
Molto Appassionato; 2. Andante; 3. Alle- 
gretto Non Troppo, Allegro Vivace. 

You heard me. It goes for your old 
man, too. 

It was a pleasant July evening, not too 
many stars overhead. We sat at one of 
the bare, cartwheel wooden tables, beer- 
garden style. College kids were peddling 
cold lager. No one spoke at all during the 
performance and it wasn’t until Milstein 


salaamed that the double talk began. 


pot picked on by kettles 


orn sportwriter loose among longhairs 


by Jimmy Powers 


sports editor, New York News 


Someone said Milstein’s “fingering” 
was great, but they thought his “bowing,” 
as in bow and arrow, was a little too harsh 
and muscular. The Leipzig Gewandhaus 
concerts got into the conversation and so 
did “melodic suavity, classic poise and 
refined romantic feeling, rugged strength 
and depth, elegiac expression.” 


ph in cultured atmosphere 

Glissandos, fugues, aguy named Achille 
Claude Debussy, “L’enfant Prodigue,” 
lyric appeal, Paganini, and technical flaws 
had poor little us yelling for an interpreter. 

“Why don’t you guys cut out this 
gibberish and stop fracturing our eardrums 
with a lot of double talk?” 

A celebrated newspaper art critic, Miss 
Emily Genauer, bristled: 

“You sports writers should complain. 
You use a jargon all your own. Why, the 
other night I heard someone nonchalantly 
refer to a ‘DP, 6-4-3.” An artist friend of 
mine thought it was a displaced person 
with a tatooed arm number. And what, in 
Heaven’s name, is the hot corner and the 
catbird seat?” 


In our party was Mrs. Marcel Hubert. 
Her husband plays a terrific cello and she 
handles booking for such headliners as 
Pons, Melchior and Margaret Truman. 

“Sports writers confuse me. I still don’t 
know where the circuit is that is being hit. 
I have never seen a dormie. I thought it 
was slang for a golfers’ dormitory. And if 
you think a Lewisohn Stadium concert is 
full of Latin, Italian and French, did you 
ever stop to wonder how a past perform- 
ance chart in the Racing Form looks to 
what Variety would call a non-pro? 

“Show people have their own lingo. I 
still don’t know what a schmaltz is. But 
the writers who really slay me are the 


scribes from Wall Street. Just what are 
fiduciary returns?” 

Bagar, who is also a quiz kid on Metro- 
politan Opera radio intermissions, makes 
a point of writing his reviews in crystal 
clear English...‘There are certain phrases 
an ordinary dictionary will help you out 
on, such as prestissimo (fast), fortissimo 
(very loud), legato (glidingly), allegro 
(quick, gay), adagio (slowly) and so on. 

“But where is the code book for sports 
writers? Each seems to make up his own 
as he goes along, and if an outsider asks 
for an explanation all he gets is a super- 
cilious sneer or pitying silence.” 

It is the theory of both Miss Genauer 
and Signor Bagar that the sports gibberish 
keeps many intelligent and sensitive poten- 
tial patrons away from the games through 


fear of being laughed at or brushed aside, 
a deal for a code book 


Well, we'll make a deal. From now on 
simple declarative sentences in sports cov- 
erage sans ciphers and cryptograms, if the 
music long hairs will send us a code book 
for Debussy, Gounod, Tschaikowsky, Rach- 
maninoff, and the Leipzig Gewandhaus 
concerts. 

As for modern art interpreters,-we give 
up. We saw Louis Guglielmi’s “The Temp- 
tation of St. Anthony” in a book, “The 
Best of Art” by this same Emily Genauer. 

There was a lady wrestler in it, and 
some scrambled eggs scattered about a hazy 
white background of vichysoisse, with a 
naked old coot collapsed in the lower left 
corner. He had two heads. A third lay in 
the desert sunlight behind him, among 
reverse curves, misplaced eyeballs, blots 
and lines and cubes. 

Know how a critic explained that? We 
quote: “This is voluptuousness in con- 
flict with spiritual aspiration.”” No mention 
was made of the extra heads or spare step- 
ladders. As for the hole in the lady’s midriff, 
the critic said the artist put it there to help 
suggest the figures “spectral quality.” 

We're going to need interpreters for 
the interpreters. 

Sports hasn’t got that bad yet! 


Circulation now exceeds 
Daily... . 2,275,000 
Sunday .. 4,400,000 


Wanamaker Union’s 
Ads Bring Traffic; 
Budget Increased 


New YorK—As a result of ad- 
vertisements run in New York pa- 
pers by employes of the John Wan- 
amaker department store, and paid 
for by the employes’ union, Local 
9, Retail Clerks International As- 
sociation (AFL), 4,300 new ac- 
counts have been opened by the 
store, and the union has increased 
its advertising appropriation to 
$27,000, AA has learned. 

Two months ago employes of the 
store voted $6,000 through their 
union for newspaper advertise- 
ments to sponsor an essay contest, 
and to mail out 10,000 letters urg- 
ing the public to buy at Wana- 
maker’s (AA, Sept. 12). 

Behind the union program, re- 
garded a novel development in the 
management-relations field, was 
the objective of protecting jobs 
and keeping store sales up as in- 
surance in future negotiations. 


# Paul R. Milling, president of Lo- 
cal 9, said last week that the pur- 
pose of the second phase of the 
union’s drive will be to bring into 
the four Wanamaker stores in this 
metropolitan area more high school 
and college business. To this end, 
he said, Local 9 has begun to dis- 
tribute pamphlets designed for a 
youthful audience. 

In addition, the union will place 
quarter-page advertisements in 
daily newspapers. The cost of the 
entire program, which is expected 
to be completed in January, will 
be $27,000 or about 80% of the 
local union’s treasury, according 
to Mr. Milling. 

He cited as evidence of the good 
relations between the store’s man- 
agement and the union the fact 
that Wanamaker has made avail- 
able to Local 9 two of its windows, 
and has recently given space to 
the union for the establishment 
of.a union library, dealing mainly 
with union and labor-management 
subjects. 

Since the union was established 
in 1945 it has never had a strike, 
and never has had to invoke arbi- 
tration or mediation to reach a 
contract agreement with the store 
management. 


Chain Drug Sales Off 

Chain drug store sales dipped 
4.3% in September, as compared 
with a year ago, biggest sales drop 
so far this year, according to Chain 
Store Age. Results of the publica- 
tion’s monthly regional survey of 
sales of 70 chains operating 1,777 
drug stores show sales had slipped 
2.9% in August and 2.7% in July, 
in comparison with the same 
months last year. 


Metropolitan POPULATION ra 


* Sales Management's Survey cf Buying Power 
Copr 1949, further reproduction not licensed 


"eta 98,000 Si 


"5, WARD-GRIFFITH COz 


aie r ms its ri Se ns m4 ee & y~ * “~ ane a ile Fi ee. a ae |. a ‘at > a ww — _s , “a ae a ie 29... 
Se eee <i) aan ea iss 1 ang! ; +. ee * mee a! ae te he Be cs we I ae at gh 8 rete ee sce: ae, oe ok, 3. yeaa 
5 eh oe i ak a ae en wag ea + pee Tilak At wth — Par rin ’ = att B ee ye a a ae hk. aoa Sg j sia at bd et ip eee : ro nee eal oak oe ee a’ 
ene ie ee ne ees” ae ee eee r ate i. a ae ne eee 2F§ Haat Shae ce Peas eee 8 ae oar : ot » oe. - ee ae 
Sh ee in Oo ; eer ie ee Sean oe Ame e eee Ce i noe rs ae reall se op ae ag . “Hing Be 2 te eyes pts) eo Bea ap. ol * 
ee oe tee Bn Pp Seal il ela ae es eee “ EN as oe é Saha Ai et aad 1S Rhee Byte re + ae 5 ee a Dae Lae BR gk sudes eR tha valygecsataty, «SGN ah. aE er ye 4 
ee ee ee a ee pe ei ee: Reh ee “7 pos tea ss fae vl laa SS BK ES ee aie ae a ar 
Bp Ses ey ee at Sak eee moe Fen a= Se Pe. ee (see cr. aaa <2 tee a ae ee a eg Wikis ie ie a ee ee eS eae Rg al i ees amen el re i 
io, ie oe ee ee ae einer! re” ae Po «ily ee nS ee ee eee ee i 
a . | 3 | ‘ 
Bit i _. 
ge de ie . 
= | 
— if ROUND THE CLOCK Spy, 
ica “a oe | _ WABASH 2-1204 
sew c ] : “ae ao, < eo oe RC De a utah bs 
, \ ee ied 
ic - - a a 
‘ie sitesi ee 7 Bia : : P ae one PO | 
be (a * pears - ‘ae 
oe aan Tee 
ie: Hae # — 
2 : ( Cae nm a 
<< | S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
es : | ; 
re aie 7 
' 
mo : § ; ss a 
ey ala ft 
wierd = A E rs oe . ef, 
: P mane —- i ‘ 
. a , 
ee : = aa, § 
ee by ¥ . : 
ese Be : a” - ve 
4 ~~ -— 
; a ; Sey 
N =eoees . a ees r. se FS Ow SS SOS OS SS O88 OS © © 6 OS SS OSS SSS SSS SSS SS SSS SSeS SST SS SS SSS SSS SSS See eS 
| >» J 
: ; ae PS ees 
. 1 Ge ee . % ee 
i . po ‘ te Fa ad 
2 a j Ree" 
é SS ae A a 
; > ; - 
: 
ee 
i: 
eo 
* 
oe 
+e taal 
ee 
a 
eee 
= "4 toe 
be asia 
7 = 
ree [es % S) 
pene get orice 
Pare, hem \ 7 lan K 
Ran Poet 4 
a te bt ( 
dade aa 4 [D-/_§> ie > 
Sle “ —s —) 4 F = 
ae ye i 
te ae ee ee eee 
Se ce eae 
ee Papen zs a eK Sieg Sie 
ee. Now 185,000 ; 
ee: : ? - 
a He 
sae i 
hv Sa : o ae m - 
F FIRST in ILLINOIS 
me EE: stent n 
ees. (Ex. Chicago Met. Dist.) 
ae : in| ~ , 4 A " ) 
9p) ee Biir> : 
= phan LIMAL 
“a 2 UI Ty, | | 
ERS ; : it 
eee a pa | a : 
— Nat'l. ep : — — 
2 laa 
‘ . - : ast, ne af bSheutgy Feet coh eh Orin eg ok pe seer Es ck ae Stes ee 35 a . ae ~ ie ‘4 5 ae Se, Ea be xi sus fi ES oe on ch Retreats “aloes e Se prey ee ne 
esse SO pi ES sat it oa Ne Tae TE EC eat Pea ei ee 


John 
Collins 


Named 
OUTSTANDING FARM EDITOR 
OF THE YEAR 


BY AMERICAN ASSOCIATION 


OF "John Collins, Vice-President of the American 
AGRICULTURE COLLEGE EDITORS Shee Bel Kiiows tan oe 


Who is Collins? 


He is editor of The Weekly Kansas City Star. Collins has been an agri- 
cultural writer for the past twenty-nine years—and farmers know he 
knows his subjects. 


The Weekly Star is the farm paper whose editorial content is so useful and 
profitable to Mid-West agriculture that more Kansas and Missouri farmers 
believe in and read it than they do any other farm paper. 


Of course, The Weekly Star has all the statistical firsts such as: First in 
farm circulation; First in total advertising; First in dealer acceptance; 
Lowest milline rate; Does the most resultful job for advertisers. 


But, we place a higher value on official recognition of The Weekly 
Star’s editorial excellence and meritorious service to agriculture. 


Because of publication speed and frequency of issue, The Weekly Star 
consistently scoops all other farm papers on all technical agricultural 
stories and farm events. The Weekly Star’s editors produce the most 
useful, most topical farm paper in the United States—-and we’re proud of it. 


The Weekly Kansas City Star. 


Largest Farm Weekly in America 
Over 440,000 Paid-in-Advance Circulation 


Kansas City Chicago New York 
1729 Grand 202 S. State St. 15 E. 40th St. 
HArrison 1200 WEbster 9-0532 LExington 2-4588 
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ATLANTIC Ciry—Details of the 
$500,000 advertising campaign 
planned for 1950 by the National 
Paint, Varnish and Lacquer As- 
sociation were revealed at the as- 
sociation’s 61st annual convention 
in Haddon Hall Hotel Aere. 

A. E. Horn, New York, vice- 
chairman of the association’s gen- 
eral advertising committee, re- 
ported that next year’s program 
will vary considerably from that 
of 1949, when a similar sum was 
spent on institutional advertising. 

He explained that the institu- 
tional and educational approach 
was used last year because the in- 
dustry was entering the advertis- 
ing field after a lapse of 20 years. 
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“During the past year conditions 


GOK Weiore vou lea 
INTO BALTIMO 


LOOK AT THE FASTEST-GROWING MARKET in 
the East. Baltimore’s booming—with 343,654 city- 
zone families.t Over 30% increase since 1940. 


LOOK AT YOUR PRODUCTS POTENTIAL in 
Baltimore. 3384 food outlets doing business to 
the tune of 325 million dollars a year! 500 drug 
outlets selling over 36% million dollars in drugs 
and cosmetics! * 


LOOK FOR THE LARGEST CIRCULATION of any 
Baltimore daily — it’s the NEWS-POST. Reaching 
almost 3/5ths of the vital city-zone families. A 
total net paid of 230,250 — more than any other 


daily paper. 


LOOK TO THE 


S Raltimore ews-Post 


First in Circulation ...First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
Offices in principal cities: Albany * Baltimore * Boston * Chicago * Detroit © Los Angeles © New York © Pittsburgh © San Francisco © Seattle 


tABC City Zone based upon Bureau of Census 1947 Surveys for Metropolitan Districts. *Research and Marketing Dept. Baltimore News-Post 
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have changed radically,” he said. 
“The committee decided on a more 
direct approach; a more competi- 
tive, harder-selling activity to pro- 
duce sales of quality finishes and 
paints.” 

The changeover began this fall, 
with the addition of eight indus- 
trial finish trade publications anc 
seven trade papers in the retai) 
and maintenance fields. Copy in 
the national magazines also shiftec 
its emphasis to direct selling mes- 
sages. 

“For 1950 we have planned a 
still more intensive effort, with 
two separate and distinct cam- 
paigns, one in each of our main 
fields of industrial finishes and 
trade sales,” Mr. Horn declared. 
“We wili use more publications to 
reach more people, and I am con- 
fident we will open new fields 
and new uses and sell more of our 
products.” 

The campaign will be handled 
by Young & Rubicam, New York. 


a J. A. Hager, Grand Rapids, 
chairman of the industrial finishes 
division, reported that the program 
for that division will feature eight 
ads in Newsweek and Time, plus 
ads in Industrial Finishing, Modern 
Industry, Products Finishing, Fur- 
niture Manufocturer, Product En- 
gineering, Electrical Manufactur- 
ing, Western Industry and Auto- 
body & Reconditioned Car. 

The ads will stress the indus- 
try’s two-fold slogan, “The Better 
the Finish, the Better the Buy” 
and “Start Buying with the Finish 
in Mind.” 

Roy. W. Lindsay, Buffalo, chair- 
man of the trade sales division, 
outlined the campaign for that 
group. It will consist of full-page 
color ads in national magazines 
during the first six months of the 
year, plus another series of in- 
sertions next fall and a year-round 
advertising effort in trade maga- 
zines. 


a The national magazines chosen 
for these ads, which will promote 
the use of paint, are Better Homes 
& Gardens, Country Gentleman, 
Pathfinder and The Saturday Eve- 
ning Post. 

In the trade field, ads will be 
run in American Paint & Oil Deal- 
er, National Painters Magazine, 
Western Paint Review, Hardware 
Retailer, Factory Management, 
American Lumberman and Insti- 
tutions. 

The consumer ads will stress 
the low cost of paint and its decor- 
ative qualities, through before- 
and-after illustrations and demon- 
strations of effective uses of paint. 
Trade ads will be slanted toward 
the protective value of paint, and, 
in the case of dealers, the associa- 
tion’s efforts to increase their sales 
through advertising. 

Robert O. Clark, Chicago, chair- 
man of the advertising coordinat- 
ing subcommittee, said that nu- 
merous merchandising aids will 
be furnished dealers during the 
year. 


BofA Appoints Two 


R. R. Postel, for the past five 
years an account executive on the 
national sales staff of the Pu- 
reau of Advertising, Americ? 
Newspaper Publishers Associati 0, 
has been appointed the burea.’s 
Detroit representative. George =. 
Hooper, formerly a field investi: 4- 
tor and supervisory executive of A. 
C. Nielsen Co. for 11 years, | 45 
joined the bureau’s national sa es 
staff in Chicago. 


ABC Negotiates Loan 


American Broadcasting Co., NW 
York, has completed arrangeme ''s 
for a 20- -year loan of $600,000 fr: ™ 
the Mutual Life Insurance Co. °f 
New York. Funds will be used '" 
the development of the ABC Te °- 
vision Center in Hollywood. 


‘Western Advertising’ Moves 

The publication offices of We: ‘- 
tern Advertising have been mov 4 
to 580 Market St., San Francis«°. 
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A Vast Market 


, 


Fueloil & Oil Heat 


FUELOIL & OIL HEAT is the only authentic audited paper edited 
for all phases of the industry. Its controlled circulation of 13,863 
(CCA) completely covers a BUYING MARKET—for it is only through 


controlled circulation that a major proportion of business volume can 
be attained in this market 


It offers the greatest coverage of dealers, jobbers, wholesalers, manu- 
facturers and retailers who buy or influence the buying of equipment 
and services in this billion dollar market. Exhaustive circulation methods 


unequaled in comprehensive 
market coverage. 


FUELOIL & OIL HEAT is the only pub- 
lication in its field with enough editorial in- 
terest and material to keep oilheating and 
fueloil jobbers, dealers, supply houses and 


manufacturers abreast of this dynamic 
industry, 


A recent FACT FINDERS, Inc. survey 
checked FUELOIL & OIL HEAT among re- 
tailers in 25 major markets and learned these 
important readership facts: 


(a) Each copy of FUELOIL & OIL HEAT 
is read by an average of 3 (plus) per- 
sons in the oilheating and fueloil 
business. 

(b) 21% of all retailers and jobbers who 
read the publication take it home 
to read. 

(c) The average life of a copy is 12 days— 
before filing. 

(d) The average reading time spent on a 


FUELOIL & OIL HEAT BUYER’S copy is 2 hours and 24 minutes. 


AND INDUSTRY DIRECTORY 


(e) 74% keep a file of the magazine—the 
Published by H : 
32 Maftsoe oo en, rz. oldest file encountered being 14 years 


Rates effective 1949-50 edition. 
Agency commission 15%; 
General Advertising 


old. 


cash discount 2%. For 31 years FUELOIL & OIL HEAT has 


in the country, and has established FUELOIL 
& OIL HEAT as its recognized counsel and 
authority. 

More advertisers buy more pages in FUEL- 
OIL & OIL HEAT than any other oilheating 
paper. The one best reason for using this pub- 
lication to reach the industry is that it sells 


them. A few examples of its selling power are 


—An advertiser ran a Y page ad and received 


$20,000 worth of new business . . . A half 


PERTINENT FACTS ABOUT 


_ In 1948 domestic burners and units in use 
increased 9% over the previous year. 


Only about two-fifths of American homes 
with central heating plants have automatic 
heating. With a high level of income and 
reasonable prosperity throughout the country, 
and with every probability that this will con. 
tinue for at least several years, the potential 
market for oilheating among the three-fifths 
of homes now using hand-fired coal is so 


great that it will be very difficult to seriously 
retard it. 


In recent surveys, thousands of families all 
over the nation have told reporters of their 
fuel preference. From Maine to California, 
from Canada to Texas, an overwhelming ma- 
jority of home owners want oil burners. 


As an example of this sweeping preference 
for fueloil heating, these interesting tabula- 
tions of oilburner sales for 1948 are proof 
Positive of the buying power of this industry: 
Of the total oilburner sales in 1948, 33.2% 
replaced hand-fired coal; 19.7% replaced old 
oil burners; 3.7% replaced stokers: 0.9% re- 
placed gas heating units; and 42.5% went 
into new homes. 

Dealers whose principal volume is in oil- 
burner sales dominate the market. as shown 


by the accompanying chart. In 1948 they 
sold 38.2% of all oilburners. 


Fueloil distributors rank second in oil- 
burner sales, with 31.4% of the total. 


page ad by another advertiser, featuring an 
instruction booklet, pulled 408 inquiries in 
one month .. . For still another advertiser, 
ten days after his ad appeared, he had re- 
ceived replies from 21 states . . . While an 
oilburner manufacturer got 288 replies in 5 
weeks from his ad . . . A combustion chamber 
manufacturer, using a FUELOIL & OIL 
HEAT mailing list, secured 25.2% orders by 
following up his inquiries 


see 


THE OILHEATING MARKET 


Burner service men rank fourth, with 5.6% 
of oilburner sales. 


Coal dealers accounted for only 3.1% of all 
the oilburners sold. 


Other business firms, principally those 
whose largest dollar volume was in home 
appliances, hardware, and sheet metal, made 
12.7% of all 1948 oilburner sales. 


The dealer in oilheating equipment is in- 
variably wedded to the fuel oil business. A 
recent study disclosed that 63% of all oil- 
burner sales are accompanied by a new fueloil 


contract. Fueloil is an important segment of 
the oilburner dealer's 


business and vice-versa, 
because it makes pos- 
sible a continuing cus- 
tomer relationship with 
profit possibilities far be- 
yond those of the orig- 
inal sale. A dealer who 
has been in business a 
few years, and who has 
managed to get an oil con- 
tract with most of his oil- 
burner installations, usu- 
ally finds that his dollar 
volume from oil is run- 
ning around five times the 
dollar volume from his 


: _— developed and maintained an aggressive 
2 pages 275.00 “How-To-Sell-More” editorial policy that 
PY, 8 — —eadneemdcndnen  ¥4 makes money for dealers and sells more for 
Colors advertisers. 
Standard red, per net, extra... 86.00 . 
Standard red. per half pags, net aia See For 31 years FUELOIL & OIL HEAT’s 
Bleed Pager” °° DAG® OF ball page, net, axize 15.00 editorial pages have helped and encouraged 
: = pege. net, Low . dealers and jobbers with their sales problems, 
a . : 
ie Mechanical Requirements Width Depth have investigated new markets for manufac- 
ra aes. ; y turers and helped promote them . . . have kept 
p Halftonee | 110 ‘screen, all phases of the industry informed on the 
Published annually: Issued about Sept. Ist.” newest developments. 
Personnel and. Representative Its alert, alive editorial content generates 
i ou isting. 1 H i 
See Fuelo CIRCULATION =-SWORN 4-11-49 an enthusiasm in the industry for the pro- 
Per copy ) , Secacagees Se duction and sale of the type of heating Amer- 
a e "a “A OND ceccccsceces . 4 4 : ° : 4 ° 
Total Controlled (Free) Cire. (1948 Edition) .. 3554 ica wants and is getting. This enthusiasm, this 
Advertisers 1 Advertising Agencies ....... 125 belief in their market has helped make the 
Total Distribution (1948 Edition) 4000 
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oilheating industry one of the fastest growing 
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equipment sales, Thus, oil- 

heating becomes a very stable 
and deep-rooted business, 
somewhat like a public utility. 


Plumbing and heating dealers are the third 
largest sellers of oilburners, with 9% of all 
oilburner sales. 


FUELOIL & OIL HEAT 
Published by Heating Publishers, Inc. 
232 Madison Avenue 


NEW YORK 16, N.Y. + Phone LExington 2-4566 
Chicago Office: 549 W. Washington Bivd. « Central 6-0545 
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Reports Washington TV Sets 


The largest monthly increase in 
‘television set population in Wash- 
ington since reports were first is- 
sued in December, 1947, was 
}marked up during October when 
6,350 sets were installed, the Wash- 
Be, ington Television Circulation Com- 
Ta 'mittee reports. Based on figures 
from the Washington Electric In- 
‘stitute, the set population was 69,- 
550 on Nov. 1. 


Airline Foods Moves 


Airline Foods Corp. of New York, 
maker of food specialties, has 
| moved the offices and plant of its 
.Max Ams-H. Baron division from 
,372 Greenwich St., New York, to 
ae Elizabeth Ave., W., Linden, 
| N. 4 


America’s first engraver 


Revere & 


A 712 FEDERAL STREET ©. cutis 
Phone WAbash 2-:8816 


DEPARTMENT STORE 


* 1935.39 EQUALS 100 


Federal Reserve Yisueed on | Separisad Store Sales 


WaASHINGTON—Although depart- 
ment store sales still are lagging 
behind both expectations and last 
year’s sales, there were indica- 
tions last week that the dollar vol- 
ume of holiday sales may be sat- 
isfactory. 

Since the figures reported to 
the Federal Reserve Board for the 
week ended Oct. 29 reflected the 
uncertain steel situation (the CIO- 
Bethlehem contract was not signed 
until Oct. 31), Pittsburgh and Bir- 
mingham recorded the largest 
losses (both were off 21%). 

Brightest spots in the sales pic- 
ture were cities in the Central 
West, Southwest and Mountain 
states. In addition, the New Eng- 
land states reported smaller de- 
clines on the year-to-year com- 
parison than they have for months. 

Several cities made spectacular 


gains over last year’s sales for the 
corresponding week. Outstanding 
were San Antonio, up 46%; Miami, 
up 18%; and Salt Lake City, up 
11%. 


s While Federal Reserve Board of- 
ficials do not disclose figures given 
them by individual department 
stores, it appears that much of San 
Antonio’s 46% gain is directly at- 
tributable to Joske’s of Texas. 
Joske’s, which does more than 
one-half of the department store 
business among San Antonio stores 
reporting to the board, held one of 
its most intensive clearance sale 
promotions during the week, with 
price cuts of as much as 33% on 
some items and an average of a 
20% reduction on all items. Spot 
announcements, page after page in 
newspapers and special radio shows 


1 Week to Oct. 29, '49*..p297 
: Week to Oct. 22, ’49*....295 
fj Week to Oct. 15, ’49*....290 
4 Week to Oct. 30, '48*....319 
4 Week to Oct. 23, '48*....344 
a Week to Oct. 16, ’48*....331 
*Not adjusted seasonally. 

% pPreliminary. 

oo Re i a Baas: 


all were used to lure customers. 

The sales gain was more spec- 
tacular than the 46% figure would 
indicate, since the average dollar 
volume for all cities reporting was 
7% under last year’s sales during 
the corresponding week. 


ws The National Industrial Con- 
ference Board’s monthly consumer 
price index report showed a 3.2% 
average decline (all items) from 
August, 1948, to August, 1949. 
From July to August this year, 


a 


readers. 


accessories, 


REPRESENTATIVES: 


a 


Of the 1,000,000 (A.B.C. guaranteed) overseas 
veterans who get Foreign Service each month—790,000 
do not belong to any other veteran association. 

This means that Foreign Service is the only veteran 
magazine that 790,000 V.F.W. members read each 
month to keep themselves informed on matters of 
interest to the nation’s veteran population. 

These 790,000 Foreign Service readers, plus the 
210,000 V.F.W. members who also belong to other 
fraternities—plus the members of their families—com- 
pose a giant group of product-hungry consumers. All 
these add up to a grand total of more than 3,000,000 


Foreign Service readers are spending $5,000,000,000 
annually for food, beverages, clothing, shelter, home 
furnishings and appliances, 
vacations and entertainment, 


automobiles and auto 


in 


= for 
4 So a 1,000,000 <a 
Ex-G. 1. 


Loyal Readers 


of the 


@*~ 300 Million Dollars 


Extra Buying Power 


V.F.W. Magazine 


Early in 1950, more than 1,000,000 Foreign Service 
readers (holders of World War II government insur- 
ance policies) will receive an estimated total in excess 
of 300 million dollars in dividend refunds from Uncle 


Sam. 


Extra income always stimulates the buying urge. 
The payment of these dividends will put more than 
1,000,000 V.F.W. families in an eager mood to buy 
the products that are advertised in their magazine. 


Mail order 


advertisers have proved to their own 


satisfaction that Foreign Service readership attention 


pays off in actual sales. 


That's the only kind of readership proof that an 
advertiser needs to make sure he is spending his ~ | 


vertising dollars wisely. 


Write today for proof of readership interest—and the 
pertinent facts about the vast consumer market you can 


reach through Foreign Service, the V.F.W. magazine. 


Founded in 1913 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17, N.Y. e@ 
William M. Price, 617 Montgomery St., San Francisco, Calif. 


THE V.F.W. 


MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, Kansas City 2, 


Sewice 


MAGAZINE 


Missouri 


Renick Averill, 427 West Fifth St., Los Angeles, Calif. 
Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, Ill 


Advertising Age, November 14, 1949 


however, the average prices of all 
items rose 0.1%. 

The Department of Commerce 
estimate of chain store and mail 
order sales for the month of Sep- 
tember is $2,303,000,000, about 2% 
under sales during September last 
year. Sales for the first nine 
months of 1949 were about 3% 
under dollar volume for the same 
period last year. 

Commerce Department’s estimate 
of sales of service and limited 
function wholesalers in September 
is $5,851,000,000, up fractionally 
from August after seasonal adjust- 
ment. 

Durable goods wholesalers’ Sep- 
tember volume was $1,843,000,000, 
an increase of 5% over August on 
a seasonally adjusted basis. 

% Change from 194% 


Week Ended 
Federal Reserve Oct. Oct. Oct. 
District and City 15 22 29 
UNITED STATES —Ww —4 —) 


Boston District . 


Springfield ti 
Providence .... viibeas 
New York District . 


Syracuse 
Philadelphia District .... 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland .... 


Pittsburgh 
Richmond District ......... 
Washington 
Baltimore 
Atlanta District 
Birmingham 


Chicago District . 
Chicago 
Indianapolis ... 
Detroit 
Milwaukee .........., 

St. Louis District .......... 
Little BROCK  .cccesssces:sss. 3 
Louisville id 
St. Louis 
Memphis 

Minneapolis D - 
Minneapolis _................. 


St. Paul 
Duluth-Superior 
Kansas City District 

Denver 


St. Joseph 


Fort Worth . 
Houston 
San Antonio . - 

San Francisco District .. 
Los Angeles Area .... 
Oakland Lictedaliiteginnnads 
San Francisco 


rRevised. 


‘Toronto Star’ Ups Rates 


Effective Jan. 2, 1950, the Toron- 
to Daily Star will increase its ad- 
vertising rates. The flat rate per 
agate line will be raised from 42¢ 
to 48¢. All national advertising in- 
serted after Jan. 1 will be at the 
new rates whether or not a con- 
tract exists. 


Esquire Ups Goldsmith 


Robert L. Goldsmith, former! 
presentations manager of Esqui:: 
Inc., has been named sales promo- 
tion manager of the organization 


Make your sales manuals and 
presentations more effective ! 
| CLAREPORT 


PRESENTATIO’ 
COVERS 


Full size clear 
acetate cover fo! 
emart visibility 

Back cover stock 
of sturdy, attrac 
tive Beau Bri! 

liant in 8 colors 

Sheets are hel’ 
with simple, in- 
visible brass fast 
eners. Stock size 
holds up to 100 
sheets, size 842 
x11. (Other sizes to order). Only ! 
each (for 1,000) 23¢ each (for 10° 
We can also imprint your name 
small additional cost. 


Write for free sample Dept. A-5 


Exclusive with 


THE BELFORD CO., 68 Greene St., N.Y. 1 


We also specialize in all types of custom-m* 
binders, portfolios and presentation covers. Te!! 


De 


your problem — we'll help you solve it quickly *" 
®Trademark Pat. Pend! 


inexpensively. 
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with over 7 million sales messages in 


ner! the First 3 Markets of the country. 
quir: 

on In the marketing areas of New York, Chicago and Philadelphia 
_ where over 38% of all the U.S. families live, and 43% of all 
and U.S. retail sales are made. First 3 Markets Group delivers 
ive! a heavily concentrated circulation in excess of 7,000,000. 
RT 
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Sales of Jekyll 
Frozen Shrimp 
Increase Fast 


WASHINGTON—Inspired by its 
spectacular success in securing na- 
tionwide distribution for frozen, 
breaded, ready-to-fry shrimp, Jek- 
yll Island Packing Co., division of 
Bateman Frozen Food Co., re- 
vealed last week that it will soon 
introduce frozen, ready-to-fry oy- 
sters and scallops. 

The shrimp proved to be a “hot 
item” almost as soon as it was 
introduced for testing in frozen 
food cabinets here about four 
months ago. From 60 cases for 
the last week in May, sales soared 
to 1,450 cases during September, 
with 3,000 cases ordered ahead for 
November. 

The possibilities of the product 
first became evident in July, how- 
ever, when C. H. Bateman, vet- 
eran frozen food packer, bought 
control of Jekyll Island Packing 
Co. and incorporated it into the 
Bateman Frozen Food Co. 


a Mr. Bateman recognized that 
frozen shrimp could be merchan- 
dised in interior markets never 
previously available to the sea- 
food industry. With M. A. Ries, 
president of Ries, Munoz & Antun, 
national frozen food broker, he 
worked out a national sales or- 
ganization to merchandise the new 
product. Sales are made through 
chains and major independents. 

Introduction of frozen shrimp 
here, and in 28 other markets 
across the country, proceeds under 
promotion plans developed by 
Lewis Edwin Ryan Inc., Washing- 
ton agency. A three-step campaign 
is used in each market: 

1. Samples of the product and 
“Georgia local color” publicity 
stories are sent to food editors. 

2. Quarter-page newspaper ads, 
100-line followups, and supporting 
radio spots. 

3. Store demonstrations and store 
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Sharpening 
Pencils ? 
$110 
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60,338 
Plant Operating 
Men — In All 
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IMPORTANT! 
Send for IEN PLAN 
and full details. 
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* QUICK FROZEN 


CLEANED + BREADED 
Yes—only 2 MINUTES for luscious, 
Jeky Il Island i Ne ng, MO muss, 
no waste! They're di in batter. 
breaded with whole-wheat crumbs, READY-TO-FRY! 
12 ounce serves 3 to 4, Try this sen 


sational new treat to-night! 


NOW AVAILABLE 


wherever Frezen 
Foods are sold! 


brown. 


FAST—This quick-frying frozen shrimp by 

Jekyli Island Packing Co., division of 

Bateman Frozen Food Co., has made big 

sales gains inland in recent months. 

Lewis Edwin Ryan Inc. prepared this 
newspaper copy. 


displays. 
In addition, the agency devel- 


oped label and package designs for 
the product. 


ws The advertising budget for the 
product changes almost daily as 
sales increase, according to Gor- 
don Manchester, account executive. 
While there is no fixed amount, it 
is calculated at 3% of gross sales 
over a six-month period in each 
market area. 

Copy in newspapers and on ra- 
dio stresses the convenience of the 
product, which needs no prepara- 
tion or defrosting. The words 
“ready-to-fry” are emphasized, 
since the product goes directly 
from the icebox into the skillet for 
cooking in “just two minutes.” 

With distribution expanded from 
eastern seaboard cities to the Mid- 
west and the Far West, Ryan will 
utilize two-color ads in regional 
editions of Family Circle. 


Industrial Publishing Moves 

Industrial Publishing Co. has 
moved its midwestern office from 
64 E. Lake St. to 520 N. Michigan 
Ave., Chicago. 


Advertising Age, November 14, 1949 


Audit Bureau Shows 
Changed Newsstand 
Sales for Magazines 


New YorK—Audit Bureau of 
Circulations’ box score of maga- 
zine newsstand sales for the first 
six months of 1949, as compared 
with the first half of 1948, shows 
five among the 15 best-sellers on 
the stands made gains for the 
period. These are Better Homes & 
Gardens, Good Housekeeping, Mod- 
ern Romances, Modern Screen, and 
See. 

Better Homes led with a 9.4% 
gain, followed by See with an 8.1% 
increase, then Modern Screen, 
Good Housekeeping and Modern 
Romances. 
* True Confessions was off 17.5%, 
McCall’s 11%, Life 10.1%, Wo- 
man’s Home Companion 9.1%, 
True Story 8%, Coronet 5.6%, 
Ladies’ Home Journal and Look 
3.1%, The Saturday Evening Post 
0.6%, and True 0.1%. 

Comparison of the January- 


June, 1947, ABC figures with thos« 
just released show Modern Ro- 
mances made the biggest gain o: 
newsstands during the past tw: 
years, 11.9%. Four other newsstan 
leaders chalked up percentag: 
gains for the two-year period: See. 
10.6%; True, 7.7%; Modern Screen. 
4.9%, and Better Homes & Gar- 
dens, 2.3%. 


Burlington Elects Lazare 


Burlington Mills Corp., New 
York, has elected Louis Lazare, 
vice-president in charge of co- 
ordinating merchandising policies 
of the finished goods division, as 
a director of the company. Mr. 
Lazare, formerly president of Du- 
plex Fabrics Corp., joined Burling- 
ton in 1947. 


Missouri Broadcasters Elect 


Wayne W. Cribb, KHMO, Han- 
nibal, has been elected president of 
the Missouri Broadcasting Associa- 
tion. Mahlon R. Aldridge Jr. 
KFRU, Columbia, has been named 
vice-president, and Harry Renfro, 
KXOK, St. Louis, has been ap- 
pointed secretary-treasurer. 


F Sources: Detroit Times Research and Marketing Dept. 
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INCREASED 450,000* 


CENTERS 


1940 — U.S- Census 
1948. $. M. Survey of Buying Power 
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TOTAL RETAIL SALES UP 378% 


FOOD SALES UP 360% 
TO $749 MILLION 


QP 6s 


TO $3.6 BILLION 


FAST 


161 NEW SUPER 
MARKETS OPENED 


DRUG SALES UP 281% 
TO $121 MILLION 


DETROIT MARKET CHANGING DAILY 


Spectacular market growth means dyhami 
market changes. Changes in store location: 
Changes in types of stores. Changes in shop 
ping and. buying habits. Afid these change 
are typical not only of Detroit, but of majo: 
markets across the country. Changes whic! 
are important to your sales strategy. For in 


changing markets yesterday’s sales program 
based on. yesterday’s market information 
won't produce today’s quotas. You 


today’s market facts to plan and make 
today’s sales. 
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Anti-Collectivist 
Ads Should Avoid 
Oratory, Abt Says 


BALTIMorRE—“Advertising men 
and women cannot escape their 
destiny in the present world strug- 
gle to influence human minds,” 
Henry E. Abt, president of Brand 
Names Foundation, told more than 
100 members of the Women’s Ad- 
vertising Club of Baltimore at a 
dinner meeting in the Sheraton- 
Belvedere Hotel Nov. 7. 

Mr. Abt called for advertising 
to assume greater responsibility in 
influencing: public opinion against 
collectivist thinking. 

Calling advertising “as essential 
a weapon in the present struggle 
as the atom bomb in military con- 
flict,” Mr. Abt said that our use 
of it is still experimental and that 
present effectiveness may be ex- 
pected to improve in the years 
ahead. 

“The parallel in the use of ad- 
vertising for the clarification and 


emphasis of abstract ideas is plain 
enough,” Mr. Abt said. “In the 
past, preaching, oratory and ed- 
itorializing were the heavy artil- 
lery of thought-moulding. Thus, 
the first impulse of advertisers in 
endeavoring to convey abstract 
ideas is to sermonize or orate. 


a “We will achieve a much more 
effective instrument in buttressing 
the public’s faith in the American 
way of life and in free insti- 
tutions when we have better syn- 
thesized our product-selling art 
with our ideological purposes. 

“Every advertiser can, and fi- 
nally will, feel compelled to play 
a part in this task. There is no 
more convincing testimony to the 
worth of the institutions which 
make up a free world than the 
products and creations of that way 
of life... We will learn to tell this 
story back of the product when we 
are telling about the dress, wrench, 
electric iron or automobile we 
sell.” 


Mr. Abt cited the foundation’s| jin, 


new magazine advertising cam- 


paign as an example, for which 
leading publishers of the country 
have allotted contributed space, 
and contrasted ads of the cam- 
paign with past methods of discuss- 
ing and defining abstractions. He 
pointed out that each ad portrays 
a human situation. - 

Concluding his address with a 
description of the role women will 
play, Mr. Abt said: 

“Women are not fettered by the 
same inhibitions as the oldtime 
advertising practitioners. Rapidly 
moving to the top echelon of ad- 
vertising leadership, they will 
grasp quickly the responsibilities 
and the urgency of the new prac- 
tice.” 


Names Gerth-Pacific 

Tropicraft Wovenwood Products, 
San Francisco, manufacturer and 
importer, has.named Gerth-Pacific 
Advertising Agency, San Fran- 
cisco, to handle its advertising. 
Consumer media will be used in 
northern California and trade pub- 
lications nationally to feature a 
e wovenwood draperies, 
screens, wall and floor coverings. 


3 to Simmonds & Simmonds 


Simmonds & Simmonds, Chi- 
cago, has been named to handle 
the advertising of Cardel Co., Chi- 
cago, maker of Cardel soap and 
other soap products; Reliable Pack- 
ing Co., processor of baby hams 
and other pork products, and Le- 
Moyne Parlor Frame Co., manu- 
facturer of occasional tables, chairs, 
Hollywood beds and other furni- 
ture. 


Otters New Type Label 


Geis Printing Co., Chicago, has 
announced a new type of label for 
use on transparent film and cello- 
phane-wrapped packaged goods. 
The label has an instant setting 
thermo-adhesive back which sticks 
when heat is applied. It is claimed 
that with this label all slipping 
and sliding of labels is eliminated. 


To Byrde, Richard & Pound 


Byrde, Richard & Pound, New 
York, has been named by Resolute 
Paper Products Corp., New York, 
to direct a campaign for its Sure 
pastel color toilet tissue line. News- 
papers, car cards and outdoor post- 
ers will be used. 


. « HEARST ADVERTISING SERVICE Knows THE CHANGING 


H.A.S. men have their fingers on the “sales 
pulse” of the ten major markets across the 
country which they represent. They’ve 
charted, classified, evaluated these markets 
block by block. Know the changes taking place 
constantly as population shifts, as retail areas 
move, as traffic is rerouted, as buying habits 


ws 


STRATEGIC MARKETING AIDS 


Hearst Advertising Service — 


Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N, Y. 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


Offices in ptincipal cities © Baltimore News-Post American 

Pittsburgh Sun-Telegraph 

New York Journal-American San Francisco Examiner 
Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All cights reserved. 
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Research and Marketing Departments? ; _ 
“Marketing Aids” have proven helpful to , 
mary sales and advertising executives. Per- — S 
haps, we can be of service to you. To investi- 

gate the possibilities, call or Write the MLAS. 
man fearest you today} FE 
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KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 
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Los Angeles Examiner 
Seattle Post-Intelligencer 


Pi 


'NDIANAPOLIS 


ba “No 


pa 

s far as service time is con- 
cerned, your engraving planc is no 
farcher away chan one of our suburbs.”’ 


Similar remarks have been made by 
both advertisers and agencies in 
Chicago, Sc. Louis, and Indianapolis 
... by careful buyers who have 
learned chat chey can really benefic 
by doing business with G. R. Grubb 
& Co., located more than a hundred 
miles away. Thac’s why Champaign 
is rapidly becoming known as en- 
graving “‘suburb”’ of all chree cities. 


Equally important, both metropoli- 
tan customers and all chose in che 
surrounding area have learned chat 
Grubb engravings are fine engravings 
.. .and prices are always fair. They 
know that this company is also fully 
staffed to give top service in all cypes 
of photography, retouching, creative 
design and finished arc. In other 
words, this engraving ‘‘suburb”’ offers 
everything they want and need. You, 
too, can benefir. Juse write or call. . . 


G. 8, GRUBB ACO. 


_ ENGRAVERS 
Artists - Photographers 
CHAMPAIGN, ILLINOIS 


PHONE | 
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Monsanto Shows 
Plastic Premiums 
at N. Y. Meeting 


New YorkK—‘“Premiums were a 
$1 billion business last year, more 
than any other form of adver- 
tising. Nearly half of last year’s 
premiums were made in whole or 
in part of plastic materials, and 
this year probably will break all 
records for the use of plastics 


in premiums and premiums in ad- 
vertising.” 

J. R. Turnbull, sales manager, 
plastic division, Monsanto Chem- 
ical Co., told this to 200 members 
of the New York Premium Club 
and.the press at a luncheon and 
exhibition of 1,000 plastic prem- 
iums at the local Monsanto office. 

“In 1928, with a population of 
119,000,000,” Mr. Turnbull said, 
“we used 45,000,000 pounds of 
plastics or 0.4 pound per person. 
In 1948, with 145,000,000 popula- 


tion, we used more than a billion 
and a quarter pounds of plastics 
or 9.3 pounds per person. 

“The whole family of plastics,” 
Mr. Turnbull said, “can make a 
contribution to premiums, especial- 
ly in view of the upgrading of 
premium quality. Plastics enable 
the premium user to give the con- 
sumer that extra value, uniqueness 
and freshness, and attractive bar- 
gains, which are the essence of a 
good premium deal.” 

Mr. Turnbull announced that the 


current exhibit will be presented 
in Chicago later in the year for 
midwestern members of the pre- 
mium industry. 

Among products exhibited were 
a canasta vinyl film card table 
top; an automatic plastic book 
light that goes off when the read- 
er dozes, then turns on again when 
he resumes a réading-in-bed po- 
sition; and a weatherproof helmet, 
with built-in radio, with decorative 
tuning knob and tubes, earphone 
and antenna. 


- From Engravings 


Oxford pa 


range of coa 


qh ANAND. 


more profitable printin 
labels, house organs an 
During the last half century we’ve specialized in develop- 

ing papers to meet the increasingly vari ‘ 
offuct, lithographic and rotogravure printing. The result is a 
ted and uncoated grades which assures the right 

choice of paper to make virtually any printing more effective. 


Your Oxford Pa 


pa 
of 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


, YOUR profits depend on the production of 
engravings, the sale of encyclopedias or any other product, 
Oxford Papers can be a practical help in your business. For 
rs have a fifty year reputation for assuring a better, 
job for brochures, reference works, 


irect mail. 


Your Oxford Paper Merchant 


Is a Good Man to Know 


needs of letterpress, 


Charlotte, N. Cc. , 
Chattanooga, Tenn, 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio ‘ 
Dayton, Ohio . . . 


Des Moines, lowa . 
Detroit, Mich. 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . . 
Milwaukee, Wis. . 


Minneapolis, Minn. 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 
New York, N. Y. . 


Oakland, Calif. . . . 
Omaha, Neb. . : 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. 


St. Paul, Minn. .. 
San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. . 
San Francisco, Calif. . 
San Jose, Calif. 
Seattle, Wash. ° 
Sioux City, Iowa . 
Spokane, Wash. 


Springfield, Mass. 


r Merchant brings the full scope of 
Oxford service literally to your doorstep. He knows 
r, printing problems, and has the practical knack 
lping you make the most of your paper purchases. 
Get in touch with him today for a copy of the useful 
new Oxford Paper Selector Chart—or write direct to us. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. . . 
Washington, D. C. 
Worcester, Mass. 


Nation-wide Service 


Through Oxford Paper Merchants 

Albany, N. Y. .W. H. Smith Paper Corp. 
Augusta, Maine. . .Carter, Rice & Co, Corp. 
Baltimore,Md. . . . . . .The Mudge Paper Co. 
Bethlehem, Pa. . .Wilcox-Walter-Furlong Paper Co. 
Boise, Idaho . Blake, Moffitt & Towne 
Boston, Mass. . .Carter, Rice & Co. Corp. 
Buffalo, N. Y. .Franklin-Cowan Paper Co. 


. .Allman-Christiansen Paper Co. 


Wilcox-Walter-Furlong Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


.Caskie Paper Co., Inc. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co, 

. The Johnston Paper Co. 
The Whitaker Paper Co. 

- The Cleveland Paper Co. 

‘ Scioto Paper Co. 
.Cincinnati Cordage Co. 
The Whitaker Paper Co. 
.Bermingham & Prosser Co, 
.Chope Stevens Paper Co. 
.Blake, Moffitt & Towne 
.Green & Low Paper Co., Inc. 
.MacCollum Paper Co. 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 
. Bermingham & Prosser Co, 
° Louisville Paper Co. 
. Western Newspaper Union 
. + « «Roach Paper Co, 
.Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. «Louisville Paper Co. 
.Caskie Paper Co., Inc. 

.C. H. Robinson Co. 

. Louisville Paper Co. 
.Everglades Paper Co. 


Sensenbrenner Paper Co. 

. Wileox-Mosher-Leffholm Co. 
. .Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 
. .Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co. 

Atlantic Paper Co. 


Blake, Moffitt & Towne 
.General Paper Corp. 

. .C. H. Robinson Co. 
-Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
-Cauthorne Paper Co. 
-Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
-Inter-City Paper Co. 
-Blake, Moffitt & Towne 

. Western Newspaper Union 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
.Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

‘ -Tampa Paper Co. 

. .Paper Merchants, Inc. 
.Blake, Moffitt & Towne 

- The Mudge Paper Co. 


- .« .« C, A, Esty Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 
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Newspaper Research 
Pamphlets Will Be 
Readied by January 


MILWAUKEE—If present plans go 
through, directors of the News- 
paper Advertising Executives As- 
sociation will get the first look, at 
their January meeting, at three 
new pamphlets on newspaper re- 
search. 

Russell C. Harris, general adver- 
tising manager of the Buffalo 
Courier-Express and chairman of 
NAEA’s research committee, said 
at the second annual research 
clinic here recently that he hoped 
the proposed pamphlets would be 
put in shape in time for the di- 
rectors’ session next January. The 
committee has been assigned a 
place on the program for the as- 
sociation’s January meeting. 

Principal work of this year's 
clinic, which is sponsored by the 
research committee, was to advance 
the pamphlets to the final stage. 
They will cover market, media 
and brand studies, and each is be- 
ing prepared by a separate group 
of newspaper research executives. 


a The 34 admen attending the 
sessions here discussed the advis- 
ability of combining the three 
pamphlets into a single master 
book, and the suggestion will be 
given further consideration later. 

Outlining functions of the re- 
search committee, Mr. Harris said 
those attending the clinic might 
well serve in an advisory capacity 
to individual newspapers which 
need help on a research problem, 
no matter how small. This work 
would supplement, not replace, the 
advisory services now available. 

The Milwaukee Journal served 
as host to this year’s clinic, with 
its research chief, Newell Meyer, 
in charge of the program. 


Admiral Buys ‘Lights Out’ 
“Lights Out,” a 30-minute mys- 
tery drama formerly screened as 
a sustainer on NBC-TV, returned 
Nov. 7 under the sponsorship of 
Admiral Corp., Chicago. Time— 
Monday at 9 p.m. EST—was 
bought through Kudner Agency. 
Admiral also sponsors half of 
“Stop the Music” on ABC-TV. 


‘Times’ Names Powers 


Joshua B. Powers International, 
London, has been named the New 
York Times advertising represent- 
ative for Great Britain and Ire- 
land. Julian A. Millest, former 
Times representative in Great Brit- 
ain, will continue as a member of 
the Powers organization. 


Gillette Airs Big Game 


Gillette Safety Razor Co., Boston, 
through Maxon Inc., will again 
cover the Army-Navy football 
game for radio over MBS and for 
video over NBC. Coverage of this 
“Calvacade of Sports” feature w'!! 
start at 12:15 p.m., EST, Nov. 26. 


Esty Agency Names Byron 
“William Esty Co., New York, 
has appointed Mark Bennett By- 
ron, formerly advertising manager 
of Yardley of London, as vice- 
president and account executiv: 
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IN EVERY MAJOR CLASSIFICATION ADVERTISERS SAY, 


Wi tube tbe Sine 


During the first eight months of 1949, The Times 
led all other Los Angeles newspapers in every 

major classification, besides registering the largest gain 
of any morning and Sunday newspaper in the 
United States over the same period a year ago. 


IN TOTAL ADVERTISING for the first eight months, 
The Times carried 21,603,326 lines—5,207,996 
lines more than the second Los Angeles newspaper. 


IN TOTAL DISPLAY ADVERTISING for the first eight 
months, The Times carried 14,791,863 lines—4,532,160 
lines more than the second newspaper in the field. 


IN GENERAL ADVERTISING* for the first eight months, 
The Times carried 3,789,833 lines—1,076,399 
lines more than its nearest Los Angeles competitor. 


IN RETAIL ADVERTISING, The Times published 11,002,030 
lines during the first eight months of 1949—3,455,761 
lines more than the second Los Angeles newspaper. 


IN CLASSIFIED ADVERTISING, during the first 
eight months, The Times published 6,804,261 lines— 
673,808 more lines than the second newspaper. 
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Nationally represented by Cresmer and Woodward; 
New York, Chicago, Detroit and San Francisco 
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(*GENERAL ADVERTISING CLASSIFICATION INCLUDES AUTOMOTIVE AND FINANCIAL, THIS WEEK AND AMERICAN WEEKLY EXCLUDED. SOURCE, MEDIA RECORDS.) 
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Out in front by tl 


1934 | 1944 1949 


15 YEAR TREND 34,445,893 lines 
Total Advertising Linage 


(FIRST TEN MONTHS OF EACH YEAR) 


14,992,234 lines 


13,644,553 lines 13,186,512 lines 1 


10,165,629 lines 
10,037,790 lines 
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he greatest lead 
on record! 


In the first 10 months of 1934 the Chicago Tribune led the second Chicago newspaper by 

\ 3,478,924 lines or 34.2°,. The Tribune’s lead over the second newspaper in the same 
period this year is 19,453,659 lines or 129.8°%, —the greatest lead in volume and percent- 
age on record! 


During the past fifteen years total advertising in the Chicago Tribune increased from 
13,644,553 lines to 34,445,893. This was a gain of 20,801,340 lines or 152.5%! 


This gain is more than four times the gain of the second Chicago newspaper. It is 38.89% 
greater than the total volume printed in the first 10 months of this year by any other 
Chicago newspaper! 


The Tribune’s lead alone over the second Chicago newspaper during the first 10 months 
of this year is greater than the total volume printed by the second Chicago newspaper. 
The Tribune’s total volume of linage printed is greater than the total volume printed 
by any two other Chicago newspapers combined. 


In the first 10 months of 1934 the Tribune carried 31.57% of all the advertising linage 
printed by all Chicago newspapers. In the same period of 1949 the Tribune’s percentage 
was 45.7%. 


E past 15 years have emphasized basic values and brought about unmistakable changes in the standing 

and productivity of Chicago newspapers. In 1950 and the years ahead the multi-billion dollar Chicago 

market invites and will reward advertisers. But the facts make clear that the returns will be greatest for those 
who build their advertising program around the Chicago Tribune. 

The Tribune is Chicago’s first advertising medium because it produces best results. It has the volume of 
circulation and coverage of buying power that advertisers can depend on to produce greater sales. Every day 
of the week the Tribune sells hundreds of thousands more copies than does any other Chicago newspaper. It 
is the Chicago newspaper bought, read and bought from as is no other. Tribune readers are the huge, constant 
audience that accounts for the bulk of the goods and services sold in the great Chicago market. 

The chart makes plain where advertisers during the past 15 years—during depression, war and post war 
periods—-have turned to get sales. Each year has brought greater reliance on the Tribune. For increased 
returns from your Chicago advertising expenditures, build your Chicago program around the Tribune. Rates 


per 100,000 circulation are among the lowest in the United States. 


- = FIRST IN THE U.S.! 
| Chica 0 Oribune For the 4th year—1946, 1947, 
1948 and 1949—the Chicago 

THE WORLD'S GREATEST NEWSPAPER Tribune is first in total ad- 


October average net paid total circulation: Daily, over 945,000— vertis i ng among a ll Pp ublica- 
Sunday, over 1,575,000 e e e 
tions in the United States. 
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TBA Names Traviesas 


Herminio Traviesas, sales ser- 
vice manager, CBS-TV, has been 
appointed chairman of the com- 
mercial operations committee of 
Television Broadcasters Associa- 
tion, New York. He will direct 
completion of the standard tele- 
vision rate card form and facilities 
contract, in preparation for several 
months, for release late this year. 


Columbia Names Everett 


Columbia University’s American 
Press Institute has selected Walter 
Everett, previously with Lever 
Bros.’ public relations department, 
as an associate director. Mr. 
Everett will be assigned to work 
on the planning of seminars for 
newspaper executives and report- 
ers. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally y Burn-Smith 
o., Inc. 


Along the Media Path 


e U.S. News & World Report has 
issued a new study of the market 
represented by its current deliv- 
ered circulation of 375,000, show- 
ing how these families are spend- 
ing their aggregate income of $5 
billion annually. 

Previous studies have shown 
that the average family income of 
the magazine’s subscribers is $13,- 
557. The new report, based on a 
Bureau of Labor Statistics study of 
family expenditures, shows the 
amounts these $13,557 families 
spend for food, shelter, clothing, 
transportation, recreation, etc. 


e Argosy, after a poll of its all- 
male readership, has come up with 
some of the answers about how ex- 
G. I.’s will spend the $2,800,000,000 
insurance dividend they’re to re- 
ceive beginning late this year. 
Home improvements were listed 


by 14.4%; new homes by 10.3%; 
8.2% said they would buy more in- 
surance; 28.8% said the money will 
be deposited in banks, and 26.8% 
said it will be used to pay bills. 


e Because of a continuing demand, 
the New York Herald Tribune has 
reissued its booklet, “How to Get 
the Most Out of Your Newspaper,” 
which points out the factors which 
make a good newspaper and how 
people can get the greatest value 
from proper reading. The booklet 
will be distributed to schools in a 
three-section edition. 


e Commercial Decal Inc., Mt. Ver- 
non, N. Y., adopted an unusual 
sampling method to use in its four- 
page ad in the 1949-50 Ceramic 
Data Book, published by Industrial 
Publications, Chicago. The ad in- 
cludes a two-page insert sheet re- 


Advertising Age, November 14, 194: 


producing 18 actual ceramic de- 
cals in a three-dimensional rose 
pattern. The decals can be taken 
out and fired on regular ware; 
complete directions are printed on 
the reverse side of the sample 
sheet. 


e The San Francisco Call-Bulletin 
has armed its salesmen and rep- 
resentatives with a novel “Elevator 
Demonstrator.” Pull-out cards for 
1946, 47, 48 and °49 to date show 
the shifting positions of San Fran- 
cisco’s dailies in various advertis- 
ing classifications and circulation. 
The Call-Bulletin is the only one 
that doesn’t have its ups and 
downs; it stays at the top, in all 
classifications. 


e WMAR-TY\, affiliate of the Bal- 
timore Sunpapers, marked its sec- 
ond anniversary with a 12-page 
brochure recalling how it began 
commercial operations Oct. 30, 
1947, reaching “a sprinkling of 
television receivers in the Chesa- 
peake area.” Since then, the CBS 
outlet has logged 5,087 hours of 


DOUBLE EXPOSURE 


DOES IT... 


you must 


With 55,000 executive readers equally divided 
between top executives to approve the prod- 
uct and middle executives to recommend the 
product, Modern Industry gives the perfect 
double exposure. That, plus the coverage of 
32,038 leading plants. when the new census 
shows that only 


29.298 are responsible for 


Ni 


reach BOTH top management and middle management 


79% of American manufacturing,* is why 
successful and experienced advertisers selling 
to industry use this basic publication. Only 
Modern Industry gives this completely balanced 


industrial coverage. 


*If you would like a complimentary copy of MI’s analysis 
of the new census of manufacturers, write today. 


$ Indust 
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55,000 copies per month. 


MADISON AVENUE, NEW YORK 17, WN. Y. 


program broadcasts and an addi 
tional 2,500 hours of test patterns 


e The Louisville & Nashville Rai! - 
road will collaborate with the 
Courier-Journal and Louisville 
Times to bring out a special cer - 
tennial issue next March 1. Mark 
Ethridge, publisher, expects di:- 
tribution of the special “L & N-- 
100 Years of Progress’ to exceed 
400,000 copies. 


e Industrial Equipment News is 
mailing advertisers and prospects 
a series of six weekly postcards, 
each in a different foreign lan- 
guage and an English translation. 
Copy, the same throughout the 
series, winds up with: “Good for 
selling because used for buying.” 


e The New York Mirror’s amuse- 
ment department has issued a 
show guide to serve out-of-town 
readers. Feature of the booklet is 
a sheaf of looseleaf “Mirror Thea- 
ter-Ticket Ordergrams,” each nam- 
ing a current show, the showplace 
and price. Many visitors have al- 
ready started using the order 
blanks, the Mirror reports. 


e The Detroit Times marked the 
50th anniversary of the Packard 
car Nov. 6 with a 26-page special 
section devoted to the veteran 
company. 


e Its Nov. 3 edition, claims the 
Chicago Herald-American, was the 
largest single food issue ever pub- 
lished by a Chicago daily. Total 
retail and national food linage ex- 
ceeded 70,000 lines, with retail ac- 
counting for more than 190 col- 
umns, national 60 columns. Na- 
tional Food Stores, celebrating its 
50th anniversary, ran an 18-page 
section in the issue. 


e It was rough going, but fun, too, 
as the New York Journal-Amer- 
ican set up an emergency schedule 
Nov. 3 after a bulldozer ripped up 
underground cables and cut all 
normal communications in a big 
section of downtown Manhattan. 
To get out its normal editions, the 
Journal-American employed its six 
mobile radio telephone cars; han- 
die-talkie equipment borrowed 
from the Army; an auxiliary city 
desk set up on the sidewalk; a 
telephone company mobile radio 
truck, and copy boys running an 
auto shuttle service for news re- 
ports and photos. 


OEMI Elects Anderson 


Harry C. Anderson, vice-presi- 
dent of A. B. Dick Co., Chicago, 
has been elected president of the 
Office Equipment Manufacturers 
Institute. Other officers elected are 
R. S. Oleman, vice-president of 
National Cash Register Co., Day- 
ton, and Fortune P. Ryan, vice- 
president of Royal Typewriter ©0., 
New York, vice-presidents; E. D 
Taylor, OEMI, Washington, ad- 
ministrative vice-president; W. F 
Arnold, vice-president of Undcr- 
wood Corp., New York, treasurer, 
and Miss G. L. Meyer, OE\II, 
Washington, secretary. 


Hopkins Joins Branham 

Thomas O. Hopkins has joi: ed 
the New York sales staff of he 
Branham Co., radio-television ‘‘4- 
tion representative. He form: "ly 
was associated with Kenneth Bz '8- 
hart Productions, a television } '0- 
ducing company. 


Forrester Joins Stalson 

Harry P. Forrester, vice-p! ’S!- 
dent of Fuller & Smith & Fs, 
New York, is resigning to bec mé 
associated with Dr. J. Owen § 4!- 
son, New York, as marketing "° 
sales promotion consultant. 


iF YOU USE CAR CAR® 
Send for FREE Sample 


“CARDISPLA 


- UNIQUE POINT-OF-SALE 
CAR-CARD HOLDER — 


CARDISPLAY- CO. 


1004 MARQUETTE AVE, MINNEAPOLIS, M 
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- Service-Ads are ads that supplement media listings in staNDARD BUSINESS PAPER PROMOTION HANDBOOK here 
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ne Walter E. Botthof, Publisher, staANDARD RATE & DATA SERVICE, for full work; nor waste space on atten- pice tenn emncutboeth~the teante 
l- information. :; tion-getting devices. Buyers most concerned with market and 
id want useful information in these media selection. 


S$ T TE AND DATA SERVICE 


The National Authority Serving the Media Buying Function 


Walter E. Botthof, Publisher 
333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK * SAN FRANCISCO * LOS ANGELES 
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Hofiman & York Names Two 


R. E. McDonald, an account ex- 
ecutive, has been named creative 
director of Hoffman & York, Mil- 
waukee. F. R. Lindstrom, formerly 
layout man and art director of 
Manning Studios, Cleveland, has 
been appointed art director of the 
agency. 


Forjoe Moves L. A. Office 
1127 Wilshire Blvd. 
Vickers & Benson Moves 


Reford Bldg., Bay St., to 380 Vic- 
toria St. 


Forjoe & Co., radio station rep- 
resentative, has moved its Los An- 
geles office to larger quarters at 


The Toronto office of Vickers & 
Benson has been moved from the 


America’s first engraver 


Farmers’ Net Income 
Still on the Way Down 


WasHINGTON—The farmer will 
soon be counting his pennies again. 
According to the Department of 
Agriculture his net income dropped 
16% during 1949 and in another 
year it will probably be a third 
below the 1947 peak. 

So far the farmer is maintain- 
ing his high postwar living stand- 
ards, the department says. But he 
is cutting down his expenditures 
for building, machinery and other 
equipment. 

Though the farmer’s gross in- 
come dropped only 10%, the im- 
pact is greater because labor, 
transportation and other market- 
ing costs are still going up. 


By STANLEY E. COHEN, Washington Editor 


For the first time since 1943 
the farmer is getting less than 50¢ 
of the consumer’s food dollar. From 
a record high of 54¢ in 1945 and 
1946 the farmer’s share slipped to 
49¢ in 1949 and appears headed 
for 47¢ and perhaps even 46¢ in 
1950. 

e ee 


FCC’s color television hearings 
continue to run around in circles. 
For a week Dr. Allen B. DuMont 
was on the stand. He reiterated: 
Commercial color is 10 to 20 years 
away. DuMont saw possibilities in 
the systems proposed by RCA and 
Color Television Inc. But he in- 
sisted “the U. S. will be the laugh- 
ing stock of the world” if it adopts 
the 405-line color standard pro- 
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posed by CBS. 

His remark angered FCC Com- 
missioner Robert Jones, who says 
manufacturers are demanding a 
perfection from color they never 
expected of black and white. 
“You’ve seen the Columbia demon- 
strations,” Jones shot back. “Show 
me a general layman who was 
critical of the pictures. Show me 
an engineer—other than DuMont 
and Philco—who was critical.” Dr. 
DuMont answered that most mem- 
bers of the audience kept their 
feelings to themselves. 

i he | 

Will Federal Trade Commission 
“buy” a compromise settlement of 
the basing point issue? Lynn Paul- 
son, staff member who has han- 
dled current basing point prosecu- 
tion of the entire steel industry, 
says it should. It will if he can 
“sell” his position to newly in- 
stalled FTC Commissioners John 
Carson and James Mead. 

Paulson and steel companies 
have agreed on a settlement for- 
mula which preserves delivered 
prices but allows buyers an alter- 


Spyke and Dyke 
... look alike! 


Outside the dealer’s window, perhaps. . . 
but not on the dealer’s books. 

Dyke buys a new car every three years, while 
Spyke buys one better than every three months! 
... Not that Spyke’s a playboy or auto aficionado 
—just a business man who buys cars for his 
company’s salesforce as well as his own use. 

The business man is a dual car prospect. 

As a consumer, he’s over-average, was one 
of the pre-war minority that bought cars new. 

As a decision maker in his firm, he may 


influence directly or indirectly, the purchase 
of cars for company use...and hundreds of 
other items of business equipment, supplies, 
tools, fixtures, and merchandise. 


Tus racror alone should make Nation’s 
Business mighty interesting to the national 
advertiser .. . because Nation’s Business has 
assembled the largest aggregation of business 
men prospects of any business magazine 
published—more than 650,000! These business 
men think enough of Nation’s Business to pay 
$15 in advance for a three-year subscription! 

As individuals, their income status is high 
... 26% in the $10,000-and-up bracket, 64% 
in the $5,000-10,000 bracket . . . and 91% of 
them influence the purchases of their firms. 

Nation’s Business offers maximum potential 
and minimum waste for any product used by 
business or business men. 

While Nation’s Business covers big business 
... it reaches more small businesses all over the 
country—not reached by other business media! 

If you don’t know as much about Nation’s 
Business as you should... call any NB office. 
(Figures from the National Analysts study, 1949.) 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, 
CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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native of f.0.b. mill price. The com- 
promise apparently would elimi- 
nate the price discriminations 
which FTC has chased through 
the courts for nearly 30 years, but 
some FTC staff members say they 
believe FTC should “nail down” 
its authority by pushing steel com- 
panies to a legal fight-to-the-fin- 
ish. 
ee fe 


Economic Cooperation Admini- 
stration is making up a list of 
“small businesses” interested in 
selling to overseas buyers. The 
list will be printed in the languages 
of the countries participating in 
the recovery programs and will 
be distributed to overseas buyers. 
To be included, see a Commerce 
Department field office or local 
chamber of commerce before Nov. 
30. The ageny can’t say exactly 
who is a “small business man.” 
For a working definition, however, 
it says “a business is small if it 
does not occupy a dominant posi- 
tion in the trade or industry of 
which it is a part, if the number 
of employes does not exceed 500 
and if it is independently owned 
and. operated.” 


Military contractors are finding 
it increasingly hard to write ad- 
vertising expense into fixed price 
defense orders. They are trying 
without too much hope to get their 
dissatisfaction before top level 
military auditing authorities. Con- 
tractors say “principles of costs” 
worked out for cost portions of 
cost-plus-fixed-fee contracts which 
virtually ban advertising are being 
quietly applied to fixed-price con- 
tracts, too. Contractors say the 
services should be more lenient in 
auditing fixed price contracts but 
that the “get tough” policy was 
ordered in joint auditing directive 
No. 12, “secretly” distributed by 
top officers. 


Former Army Secretary Ken- 
neth Royal presided at a testimo- 
nial for Garland Ferguson, who re- 
entered private practice last week 
after 22 years as a Federal Trade 
Commissioner. More than 300 as- 
sembled FTC staff members and 
friends presented Mr. Ferguson 
with a walnut desk and chair as a 
“farewell” gift. 


War Assets Administration, 
which was one of the nation’s top 
newspaper advertisers five years 
ago, will be virtually out of busi- 
ness by the end of the year, accord- 
ing to Jess Larson, administrator of 
general services. With only $1 
billion of property on hand—most- 
ly real estate—the payroll once 
numbering 59,000 will be down to 
only 675, here and in ten regiona! 
offices. 


How does the administration fee 
about increased postal wages vote: 
by Congress last month? Accord- 
ing to Sen. Scott Lucas (D., Ill. 
rates of compensation for post 
masters, assistant postmasters an: 
postal supervisors are still too 
low. With the latest wage increas: 
voted by Congress the postal def 
icit for fiscal 1950 will reach o 
pass the $600,000,000 mark. Rat 
legislation reported by Senate an 
House committees after nin: 
months of strenuous effort actual! 
less than offsets the addition: ' 
overhead voted by the 8ist Con- 
gress. 


Norma Heslin Joins WDRC 

Norma F. Heslin has joined th’ 
commercial department of Static 
WDRC, Hartford, Conn., succeec - 
ing Barbara Wasket, who has re 
signed. 


Appoints Jewell Agency 


Jewell Advertising Agency, Oak- 
land, Cal., has been retained t 
handle the advertising of Mar: 
Ellen’s Jams & Jellies, Berkeley. 
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Instructions 


Said the client, quite defiant, 

“All my business costs are ris- 
ing. 

Make me cheaper Advertising, 

Done without high cost mortis- 
ing.” 

So, the client calls his adman. 


Protests soon create a mad- 
man. 

Cries the Client: “I’m not yell- 
ing. 

Never mind, we’ll lose in sell- 
ing 


Cut out tones, but be terrific, 
In my half-inch, be specific. 
All it takes is extra patience, 
And my choice of publications. 
Run my ad in Oshkosh-Holly- 
ers. 
It is just as good as Collier’s. 
People still will keep on raving, 
While I do some extra saving.” 
Says the Client, “Be clairvoy- 
ant. 
Use your head 
buoyant. 
But, let me tell you, I won't 
stand for, 
Less returns than we have 
planned for.” 
STANLEY R. Sousa, 
New York. 
AA welcomes contributions of 
verse from readers. Ne pay- 
ment is made for poems, how- 
ever. ‘ 


and keep us 


Akron University 
Opens Advertising, 
Sales Laboratory 


AKRON, O.—The University of 
Akron last Friday opened its new 
sales, merchandising and advertis- 
ing laboratory, with all facilities 
of a retail store. 

The laboratory, designed to give 
practical training to sales and ad- 
vertising students in the commerce 
department, is under the direction 
of Dr. Warren W. Leigh. 

William O’Neil, president, Gen- 
eral Tire & Rubber Co.; L. L. Kin- 
sey, president, Akron Merchants 
Association, and Findley Williams, 
national director of store planning 
and display for Sears, Roebuck & 
Co., were featured speakers at the 
opening of the laboratory. 


Peller Brewing to Carter 


Garry J. Carter Advertisin 
Agency, Toronto, has been nam 
to direct the public relations and 
advertising of Peller Brewing Co., 
Ramilton, Ont. Daily newspapers 
and car cards will be used. 


Clark Agency Joins SCAA 


Southern California Association 
of Advertising Agencies has added 
Darwin H. Clark Co., Los Angeles, 
to its membership. 


Th: Building Industry's Salesman 
DOES IT AGAIN! 


Increases its leadership in the build- 
1g products distribution field— in cir- 
Jlation—in circulation gains—in re- 
ewal percentage—in advertising vol- 
me. More than ever the mightiest 
ales force, man or magazine, in the 
vilding products field. 


r---——-American Lumberman & 


| 4uilding Products Merchandiser 
| 129M. CLARK ST. © CHICAGO 2 
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Aluminum Foil Is 
Shopping Paper Ad 


BALTIMORE—The Baltimore 
Home News carried an alumi- 
num foil insert for kitchen use 
with an advertisement of Reynolds 
Wrap in last week’s issue. The 
Home News, a shopping paper, is 
the first to carry an aluminum foil 
insert. 

The insert was accompanied 
by a full-page ad for Reynolds 
Metals Co., Richmond, Va. Copy 
for the ad suggests that Home 
News readers try the sample, which 
is an 11 x 12” wrap, for any of sev- 
eral uses shown. 

Illustrations for the ad show 
Reynolds Wrap being used for 
wrapping lettuce and other veg- 


etables for refrigerator storage, 
making bowl covers, lining broiler 
pans and baking fish. 

Buchanan & Co. handles the ac- 
count. 


Two Name Mogge-Priveit 

Meyer & Welch, Los Angeles, 
Ford engine rebuilder, has named 
Mogge-Privett, Los Angeles, to 
handle its advertising. The agency 
also has been appointed by J. E. 
Seeman, Los Angeles, to direct the 
advertising of an imported line of 
tobacco and pipes. 


Brookman Expands Office 

Jerome J. Brookman, publishers’ 
representative in the eastern ter- 
ritory for Volt Age and Jobber 
News, has moved from 30 W. 90th 
St. to larger quarters at 299 Madi- 
ison Ave., New York 17. 


h. f. h. a. e.” 


*haven for harassed advertising executives 


Take a heliday frem deadlines, 15 & 2, crotchety | 

clients. Soothe these frazzied nerves. Relax ' 

at the Deauville. . . enjoy the private } 
beach, huge pool, air-conditioned 
guest reems, dining rooms, cocktail 
lounges. & many other facilities. Write to 
WARREN C. FREEMAN, General Mgr. 


@N THE OCEAN AT 674m SF. 
MIAMI BEACH, FLORIDA 
New York Office, Essex House, Circle 5-6727 Chicage Office, 55 E. Washingten St., Central 6-6846 


C3 You cant cover California's Bonanza Beeline 
without on-the-spot radio 


Don’t be on the sideline in the Beeline. Be sure you use 
on-the-spot radio. Because Beeliners — living in inland 
California and western Nevada — naturally prefer their own 
local stations to outside stations. 

So to cover the Beeline — where buying power tops 
3 Billion . . . and total retail sales are twice as high as 
Baltimore’st — use strong local stations .. . 
use the five BEELINE stations. 

Each one is in a major Beeline shopping center. With all 
five, you blanket the whole Beeline. Individually, each does 
a top job in its own area. For example, KFBK — thé 
50,000 watt station in Sacramento — gives you solid 
coverage of the whole 19-county Sacramento market. 


tSales Management's 1949 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., National Representative 


KFBK KOH KERN KWG KMJ 
Socramento (ABC) Reno (NBC) Bokersfield (CBS) Stockton (ABC) Fresno (NBC) 
50,000 watts 1530 ke. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230ke. ” 5000 watts 580 ke. 
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Discussions Set for 
Public Relations 
Meet in Washington 


WaASHINGTON—Panel discussion 
on “Whose Business Is Your Bus- 
iness in Washington?” will feature 
the fourth annual meeting of the 
American Public Relations Asso- 
ciation here Dec. 2. 

The morning session will be on 
the subject, ““‘Who Best Represents 
Business in Washington?” The 
moderator will be Jennings Ran- 
dolph, former West Virginia con- 
gressman, now assistant to the 
president of Capital Airlines. 

Panel members are William 
Wight, vice-president and head of 
the Washington office of Carl 
Byoir & Associates, speaking for 
the public relations practitioner; 
Carter Manasco, Washington leg- 
islative counsel, to speak on lobby- 
ing; Reuel Elton, manager, Amer- 


What's The 
Television 
Story 7 


Who will profit most from 
television? The set manu- 
facturers? The broadcast- 
ing systems? The parts 
makers? Read our new 
Television Study, packed 
with facts and figures and 
a list of selected com- 


panies. Ask Dept. AD-21. 


BACHE & CO. 


Members New York Stock Exchange and other 
Leading Stock and C. dity Exch 


36 Wall Street, New York 5 


St + Col ki 


UN-TV FOURSOME—Last minute plans for television coverage of the United Na- 
tion’s General Assembly sessions in New York under the sponsorship of the Ford 
Motor Co. over CBS are discussed by (left to right) Andrew Cordier, executive as- 
sistant to the UN’s secretary general; Henry Ford II, president of Ford Motor; Frank 
president, and Benjamin Cohen, assistant secretary general of 
the UN‘s department of public information. 


ican Trade Association Executives, 
to represent the trade association 
field; and John L. Laskey, Ist vice- 


2,835 YEARS 
OF RADIO 


WSM celebrates its 24th birthday this fall. Even though 
this makes us old-timers in the youthful radio industry, 
it doesn’t tell the full story of the experience in broad- 
casting held by the 226 members of the WSM staff. 


Actually, there have been 2,835 years of radio work 
racked up by WSM staff members! This means that each 
of the 226 persons working at WSM has been in the busi- 
ness of broadcasting an average of 12/2 years. What’s 
more, each of these experienced radio people has served 
with WSM an average of 812 years. They all know their 
business, and they know WSM, too. 


Telephone: DI aby 4-3600 
Offices in Most Principal Cities president of the District of Co- 


lumbia bar association, on legal 


Even though we are radio pioneers, and old-timers, it 
doesn’t mean we are grey-beards — far from it! At the 
risk of getting personal, we made some discreet inquiries 
among our various colleagues, and it develops that the 
average WSM employee is (whisper this, please!) some- 
where in the neighborhood of 34 years of age. 


That’s WSM—24 years as a radio station, with 

a staff of 226 broadcasters young in years, and with 

a background of experience totalling more than 
20 centuries! 


Why are these figures of interest to you? 
They point up this fact — to secure fullest 
results in the Central South it is wise to 

give your product the benefit of the 2,835 
years of radio experience at WSM! 


HARRY STONE, General Manager 
IRVING WAUGH, Com. Meneger 
EDWARD PETRY & CO., Nat’! Rep. 


* NBC AFFILIATE 


$0,000 WATTS + CLEAR CHANNEL + 650 KILOCYCLES 


aspects of business representation 
in Washington. 


ws An afternoon panel on “Views 
on Washington Business Repre- 
sentation” will be conducted by 
Paul Wooton, correspondent for 
the New Orleans Times-Picayune, 
and Washington member of the 
editorial board of Chilton Publica- 
tions. 

On this panel will be Robert 
Ramspeck, former congressman, 
now executive vice-president, Air 
Transport Association; Tom Dun- 
can, Labor’s League for Political 
Education; John C. O’Brien, pres- 
ident, National Press Club and 
Washington correspondent for the 
Philadelphia Inquirer; and William 
Frye, director of the Office of Pub- 
lic Information, Department of 
Defense. 

Annual awards for outstanding 
public relations achievements will 
be announced by Edward B. Ly- 
man, assistant to the president of 
Fordham University and president 
of APRA. 


WBRY Appoints Grossman 


Murray Grossman, formerly sales 
director of Station WCCC, Hart- 
ford, has been appointed sales ex- 
ecutive of Station WBRY, Water- 
bury, Conn. 


Lindeke Agency Incorporates 


Lindeke Advertising Agency, 
Glendale, Cal., has been incorpor- 
ated. Peggy Kisling has joined the 
agency as space buyer. 


Advertising Age, November 14, 194° 


CFAC Schedules Annual 


Christmas Benefit Dec. 8 

The Chicago Federated Adve: - 
tising Club has scheduled its ar- 
nual Christmas party, to raise 
funds for the Off-the-Street Clu» 
for needy children, in the grar | 
ballroom of the Stevens Hotel, De 
8. Slogan for the big event i 
“You’ve Got a Date on Dec. 8 
and members and guests will vie 
an afternoon-long entertainmen 

Russell Stewart, general mar - 
ager, Chicago Sun-Times, is chair - 
man of the festivities, and Irvine 
Kupcinet, Sun-Times columnis:. 
heads the entertainment commi'- 
tee. Nationally known theater, 
movie, radio and television stars 
will share in the program. 


Heads Western Brass Sales 


David T. Marvel, formerly sales 
manager of the tubing specialties 
division, National Tube Co., Gary, 
Ind., has been appointed to the 
newly created position of genera] 
sales manager of the Western Brass 
Mills division of Olin Industries, 
East Alton, Ill. He will have over- 
< responsibility for the division’s 
sales. 


PAY LESS 
FOR PHOTOS 


a. 


wity EYE* CATCHERS 


Now you can have your choice from 100 
ad photos every for only $7.50! 


And— 


EVERY PHOTO IS DESIGNED 
TO CATCH THE EYE! 


It's amazing iow much money you can 
save in buying top-notch photographs when 
you use the Eye*Catcher pian. Over 10,000 
stoppers to choose from, each new, differ- 
ent, original. Posed to fit any situation, 
dramatize every advertising and sales pro- 
motion job. 


Write letterhead 
FREE! proots No. 108 and full cna 


EYE*CATCHERS, Inc. h2.5\28,5icr"t 


New York 16, N.Y 
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QUALITY REPRODUCTION IN... 


COLOR 
— PROCESS 


SEEING IS BELIEVING. Let us show you proofs of !¢ 
finest process color plates, produced regularly for the lec 4- 
ing advertising agencies, that have appeared in nations! 
publications. You are always assured of faithful rep >- 
duction by highly skilled-craftsmen whenever you | -¢ 
FAITHORN. This is an important part of FAITHORN Cc »- 
plete 3-in-1 Service—Ad setting, Engraving and Print 19 
—all under ONE roof. ONE contact and ONE order--° 
definite saving of your TIME, TROUBLE and MON Y!. 
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CORONET DELIVERS 
MOST BUYERS ircustion PER DOLLAR 


Multiple readership? You know a 

magazine like Coronet has it! (And 

independent research findings prove AVERAGE 
it.) BUT... maybe you're a bit fed wABC. 
up with the big, fuzzy phantasma- Circulation 
goria of readership claims. Like to LIFE isis 5,341,626 


start with old-fashioned paid circu- 
lation records? Like to continue with S. E. POST ....4,034,169 


the obvious next step — circulation COLLIER’S...... 3,072,298 
per dollar? You're talking Coronet’s LOOK .......... 3,041,630 


language! CORONET 2,650,759 


AVERAGE 
NET PAID 
CIRC. PER 
DOLLAR 
(based on 
4-color 
page rates) 


— 
1.252 
273 
....253 


.. 463 


Yes! Coronet delivers almost twice as much net-paid-circulation- 
per-dollar as any of the four other mass-circulation magazines! 


EVER BEFORE has a major, mass- 

circulation magazine dared to guaran- 
tee its own advertising power, and the 
responsiveness of its readers, in such un- 
compromising terms. 

Either Coronet proves to be the 

most powerful selling force 

among the great national maga- 
zines — ‘most powerful” as 
measured by the only direct 
effectiveness yardstick known to 
advertising — or your money 
back. It's as simple, and as revo- 
lutionary, as that. 

But if you consider buying this page as a 

gamble, our best advice is: “don’t.” 

We know that we'll seldom, if ever, 
lose. We have file after file of proof that 
Coronet’s multi-million readers see 
Coronet advertising, believe in it, act on it. 

Why? Because the relationship between 
Coronet and its readers is something 
deeply different from that of the entertain- 
ment magazines. Yes, and we'd change 
that “different” to “unique” if it weren't 
for one other magazine that evokes in its 
readers the same kind of confidence and 
loyalty. That one other magazine is, of 
course, Reader's Digest. 

Many magazines—including those fine 
and respected leaders, Life, Look, Post and 
Collier’s—are “edited for the family.” But 
Coronet and its elder brother, Reader’s 
Digest, almost literally join the American 
family. They share the family’s living phi- 
losophy, its innate courage and basic good- 
ness, its automatic reaction to real life 
stories of inspiration and achievement, its 
love of America and what we still choose 


Because it’s a 
Trusted ‘Friend 
of the Family”. . . 


to call the American Way of Life. Both : 
Coronet and the Digest devote page after 
page to articles of service to the family. 
(Did you know that Coronet has a higher 
percentage of family service pages than 
most women’s service magazines devote to 
similar articles for women only?) 


Both magazines are clean, cover to cover 
and issue by issue. In this bewildered era 
of the atom and anarchy, Coronet’s out- 
look on the future of country and home is 
precisely the outlook of the American 
family: an intelligent optimism that the 
people’s will to happy and constructive 
lives will prove stronger than the old, 
blind urge towards destruction. 


People believe in Reader’s Digest and 
Coronet, as they believe in a trusted friend 
of the family. 


They're different magazines because 
of it. 

They’re stronger for it. % 

Reader’s Digest does not accept adver- e 
tising. Coronet does. It does as a duty to ¥ 
advertisers—to give them the benefit of its a 
intimate relationship with the American 
family. So today, Coronet is the only me- 
dium offering to advertisers this intangible 
but very provable power of reader-confi- 
dence. 

Today, Coronet makes this dar- 

ing, unprecedented challenge: 

prove this unique selling power 

with your own advertising—on a 

money-back guarantee. 
Today, you can’t lose. Today, you can win 
the most eagerly responsive family market 
in America, the 2,500,000-circulation mar- 
ket that is Coronet. Today! 


It’s Advertising’s 
Most Powerful 


Mass Magazine 
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Uses Comic Strip Technique 


Davidson Chemical Corp., Balti- 
more, through Emery Advertising 
Corp., Baltimore, has prepared a 
folder, using the comic strip tech- 
nique, for automobile dealers to 
promote its Fendix automobile un- 
dercoating. The booklet, buiit 
around an imaginary character 
named “Mr. Fendix,” tells the 
dealers how to make the best use 
of available advertising and sales 
promotion material. 


Chicago 


defender 


AMERICA'S NUMBER ONE 
TEST MARKET 


GEORGE T. HOPE 


fastern Repreat 
101 PARK AVENLE. N 


*Indicates new listing in this column. 

Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 17. National Business Publications, 
annual meeting, Waldorf-Astoria Hotel, 
New York. 

Nov. 18-19. Pacific Northwest Newspa- 
per Advertising Executives Association, 
fall meeting, Spokane, Wash. 

Nov. 28-29. Associated Business Publi- 
cations, ABP Clinics of 1949, Biltmore 
Hotel, New York. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

*Dec. 5. American Association of News- 
paper Representatives, annual meeting, 
Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 


York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

May 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 


Miles Promotes Contest 


Miles Laboratories, Elkhart, Ind., 
is promoting its ten-week “Queen 
of America” contest through local 
Mutual Broadcasting System sta- 
tion merchandising. Local outlets 
for the show will distribute con- 
test blanks and rules and seek to 
interest women’s clubs and groups 
to nominate candidates for a 
“Queen of America” title. Wade 
Advertising Agency, Chicago, di- 
rects the account. 


To Open Moloney Agency 


Edward J. Moloney, previously 
promotion head of Daystrom Corp., 
has organized Edward J. Moloney 
Advertising Co. to handle accounts 
in the home furnishings, toy and 
hotel industries. Offices are at 110 
E. 42nd St., New York. 


Advertising Age, November 14, 194) 


WCAU-TV Appoints Kelly 


John J. Kelly, publicity director 
of WCAU and WCAU-TYV, Phila- 
delphia, has been named commer- 
cial representative of the television 
station. Robert N. Pryor, WCAU 
promotion director, has added the 
duties of publicity director. Rob- 
ert Klaus, formerly managing edi- 
tor of TV Digest, has been named 
to assist in publicity, and Robert 
Ives will assist him in promotion. 


Pitt Appoints Emery Agency 


Emery Advertising Corp., Balti- 
more, has been retained to direct 
the advertising of C. M. Pitt & 
Sons Co., Baltimore, flavorings, ex- 
tracts, preserved fruits and other 
supplies for the bakery, ice cream, 
confectionery and soda fountain 
trades. 


Two Name Gray & Rogers 


Gray & Rogers, Philadelphia, has 
been named to handle the adver- 
tising of Matthias Paper Corp., 
Philadelphia paper wholesaler, and 
Williard Sales Service Inc., Phila- 
delphia heating and air condition- 
ing distributor. 


a Some interesting excerpts from 
‘ ms 6a Sept. 26 editorial in the 
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* THE KRNT OPERATION 


‘all-lowa theater’.”’ 


The Station Promotes the Theater .. . 
The Theater Promotes the Station... . 


ALL IOWA LOOKS TO KRNT FOR 
ENTERTAINMENT— 
Radio.. Stage.. Concert 


about 


“There is no city of comparable size in the country, as far as we 

know, that provides such diversified entertainment as the KRNT 

THEATER makes possible.” 

casting Co.) obviously thought of it not as a local theater but as an 

“Well over half of its 4,000-plus capacity 
is taken up consistently by patrons from outside Polk county.” 

. “It is the cultural and entertainment field that gives the KRNT 
THEATER its real glamor and familiarity among lowa people.” 
“The nation’s first-rank stars and showmen put Des Moines on the 
‘road list’ early and almost invariably.” 
are running this ‘show-place of lowa’ are doing a good and useful job.” 


AND — 


“The new managers 


mS 


“We think the folks who 


(Cowles Broad- 


The statien with the fabulous personalities and the astronomical Hoopers 
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Chase Refuses 
Liquor Ad Job; 
It's Habit Now 


Cuicaco—The news may gt 
around slowly in the liquor indus- 
try, and among the agencies whic); 
handle its individual accounts, so 
Francis Chase made it clear last 
week that he isn’t likely to change 
his mind about doing illustrations 
for liquor ads. 

Mr. Chase, one of the country’s 
top advertising and editorial illus- 
trators, recently turned down a 
contract to do a series of illustra- 
tions for a liquor company. The 
job would have netted him $36,- 
000. 

It wasn’t hard to pass up the 
money and let his convictions over- 
rule his bank account, Chase ex- 
plained, because he has been do- 
ing the same thing ever since he 
started out as an illustrator 25 
years ago. 


es Mr. Chase recently pooled his 
efforts with Howard Forsberg, Tom 
Hall, Fred Steffen, Jim Lockhart, 
Bill Gregg and Dave Mink, all of 
whom are represented now by 
Verne Smith Inc. His colleagues 
say Chase is no prude or bigot, but 
that he has been deeply interested 
in religion since childhood and 
refuses to be a party to furthering 
the sale of liquor. 

The illustrator said he would 
feel “the pangs of conscience” if 
he didn’t turn down the lucrative 
liquor jobs, and added: “It’s all 
right for the next fellow who 
doesn’t think as I do, but I couldn’t 
live with myself if I did otherwise 
I’d rather sacrifice the income than 
sacrifice my beliefs. I feel better 
this way.” 


a Chase is a trustee of the St 
Paul and Fort Wayne Bible Insti- 
tutes, both national religious or- 
ganizations, and an active member 
of the worldwide Christian Mis- 
sionary Alliance. In these capaci- 
ties, he gives freely of his time, 
traveling, speaking and _ giving 
counsel, all at his own expense. At 
the time he turned down the $36,- 
000 liquor contract he was pre- 
paring, gratis, a series of religious 
drawings for one of the church 
groups. 

His knowledge of religion, plus 
his close contacts with missionar- 
ies, has made Chase one of the 
leading artists who depict biblical 
and Oriental subjects. He does not 
limit his work to these categories, 
of course, and during the past year 
has handled advertising illustra- 
tions for such major companies a 
Coca-Cola, International Harvester 
and Swift. 


Oldsmobile Appoints Three 


L. F. Carlson, national merchan- 
dising manager of the Oldsmobile 
division of General Motors Corp. 
Detroit, has been named execu'ive 
assistant to the general manazer, 
S. E. Skinner. R. E. Gifford has 
been appointed advertising man- 
ager of the division and O 
Frost, formerly assistant to M: 
Carlson, has been named -:les 
promotion manager. 


Descanso Appoints Jordan 


Jordan Co., Los Angeles, 5a 
been named to direct the ac ’el- 
tising of Descanso Distributor 14 
Canada, Cal., manufacturer ( 
distributor of Descanso plant 00° 
Regional magazines, newspa €!5: 
trade publications and pe! 
television will be used. 


Biddle Names Ullman 


James G. Biddle Co., Phil: ie! 
phia, manufacturer and imp: ‘¢ 
of electrical testing instrum ™ 
and scientific laboratory ed 'P 
ment, has named Roland G. E. /l!- 
man Organization, Philadelphi«. 25 
advertising counsel 
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HITCH YOUR ANTENNA TO THE STARS 


Pulse points to star-studded WCAU — in Philadelphia. 


For instance; Pulse showed WCAU with 136 daytime quarter-hour 
firsts in May-June*®. Next station, 55. Pulse showed WCAU with 107 
evening quarter-hour firsts. Next station, 33. Total: WCAU — 243. 
Next station — 88. 


And again: Of the 10 most popular evening programs in May- 
June, Pulse showed WCAU with 7. And of the 10 most popular daytime 
programs, WCAU had 9. 


All this, remember, is way back in May-June. Ancient history. For 
now WCAU, along with the CBS network, is carrying such additional 
stellar talent as: Edgar Bergen, Bing Crosby, Burns & Allen, Groucho 
Marx, Red Skelton — plus last year’s favorites, Jack Benny, Amos ‘n’ 
Andy, Lux Radio Theatre, Arthur Godfrey and My Friend Irma. Now 
what’s WCAU’s Pulse going to be? It’s going to reach an all-time high. 


Just hitch your antenna to the stars! 


* May-June figures used to show regular programs rather than sum- 
mer replacements. July-August Pulse equally flattering to WCAU. 
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com- 

petitive advertising files and de- 

veloping sales prospecis on certain 

types of products and services. 

New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS * FARM GENERAL 
PAPERS PAPERS MAGAZINES 


343 So. Dearborn St, Chicago 4 


Appoints Saxton Agency 

The Milwaukee Board of Real- 
tors has named Saxton Agency, 
Milwaukee, to direct a 12-month 
public relations and advertising 
campaign. The four main points, 
which will be promoted through 
newspapers, radio, outdoor post- 
ers, etc., will be the board’s bro- 
kers’ division; promotion and pub- 
licity of the Milwaukee Home 
Show; an educational campaign 
on the public housing issue, and 
sivic services performed by the 
yoard. Hoffman & York, Milwau- 
see, will continue to handle the 
advertising for the home show, 
while Saxton will handle the pub- 
licity. 


Appoints Frank McMullin 


Frank C. McMullin has been ap- 
pointed general manager of Peri- 
odical Publishers’ Service Bureau 
Inc., making his headquarters in 
the New York office. He succeeds 
William A. Grevers, who has re- 
signed this position but will con- 
tinue with the company in an- 
other capacity. 


Doppelmayr Joins Clark 


Margaret Doppelmayr, formerly 
in the art department of Mountain 
States Telephone Co., Denver, has 
joined the art department of Har- 
old Walter Clark Inc., 


agency. 


at less cost! 


In a city of over 650,000 

people, it is unusual to find one 

paper, and one paper only, doing such 

a tremendous penetration job. But that’s 
just what The Chronicle does in Houston. 
Coverage such as this has but 

one meaning to advertisers: Better results 


If you want more facts about 

The Chronicle’s money-saving coverage 
of fabulous Houston, just write any 
Branham Company office, or our 
National Advertising Department. 


*From A Recent Study By 
ALFRED POLITZ RESEARCH, Inc. 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


‘FIRST .N HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 
National Representotiyes , 


Advertising Age, November 14, 1949 


Denver | 


must be a vase. 


The Creative Wan Corner 


According to the boys who follow the Starch Reports, one 
of the best ways to keep copy from being read is to print it 
in reverse—particularly white on black. 


that this isn’t a ring. It assumes, however, that a pottery 
company undoubtedly makes vases—and that this, therefore, 


Maybe, in the case of this 
Hull Pottery ad, that’s a ‘ 
good idea—because the ) 
more people who read this | 
ad the more are going to } 
be puzzled by it. \ 

First of ali, at first | 
glance, the illustration looks 
more like an enlarged pho- 
tograph of a ring—rather 
than a pottery vase. And, 
second, nowhere in the 
copy is any mention made 
of exactly what the pro- 
duct is. 

For the sake of those 
who need reverse plate ads 
read to them, the headline 
says, “You'll Like Bow- 
Knot Styled By Hull.” The 
copy reads as follows: 

“Twenty-nine gay, excit- 
ing pieces...styled to 
match the natural beauty 
of your favorite flowers. 
Embossed hand-painted 
florals, on your choice of 
two duo-tone pastel body 
color combinations. Styled 
by The A. E. Hull Pottery 
Co., Crooksville, O.” 

Of course, the Corner it- 
self is not completely sure 


CCA Membership 
Reported at 499 


New YorkK—Thirteen publica- 
tions, one advertiser and two agen- 
cies have joined the Controlled 
Circulation Audit since July, Frank 
L. Avery, managing director, has 
announced. 

CCA membership now consists, 
Mr. Avery said, of 125 advertisers, 
89 agencies and 285 publications, 
making a total membership of 499. 
New members added since July 
include: 

Advertiser: General Electric Co., 
Schenectady. 

Agencies: Bert S. Gittins, Ad- 
vertising, Milwaukee, and Kudner 
Agency, New York. 

Publications: Modern Sporting 
Goods, New York; New England 
Appliance & Radio News, and New 
England Electrical News, Boston; 
Radio & Television Retailing, New 
York; Grocer’s Spotlight, Detroit; 
Contractors’ Electrical Equipment, 
New York; Southern Motor Cargo, 
Memphis; Mountain Constructor, 
Denver; Public Power, Washing- 
ton; Industrial Sheet Metal, New 
York; Pennsylvania Construction 


Digest, Harrisburg; Illinois Bev- 
erage Journal, Chicago; Quick Fro- 
zen Foods and the Locker Plant, 
New York. 


‘Crusade in Europe’ 
Offered as Co-op 


“Crusade in Europe,” video film 
series based on Gen. Dwight D. 
Eisenhower’s book, will be re- 
peated on a cooperative basis over 
ABC-TV, starting early in Jan- 
uary. The program will be sold 
locally on individual stations. 

Time Inc. began sponsoring the 
26-week series on ABC in May. 
The network arranged the repeat, 
as a co-op, to enable new station 
audiences and new viewers on old 
stations to see the March of Time- 
produced telecast. 


Cushman Promoted 

Gordon A. Cushman, assistant 
sales manager, has been appointed 
manager of sales of the Buffalo 
division of Bethlehem Steel Co. 
He succeeds Jesse K. Baylis, who 
has retired. 


Schneider Starts Agency 

Gladys D. Schneider has estab- 
lished the Schneider Advertising 
Specialty Co. at 282 Delaware Ave., 
Buffalo. 


MODERN. 


Ist 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 
THE LEADER FROM EVERY STANDPOINT* 
...in Total Advertising Volume. 
sein Exclusive Accounts 
...with Major Advertisers 


| cei General Advertising 
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Some sales are more profitable than others... 
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ABC COVERS AMERICA’S BEST MARKETS — EFFICIENTLY 
AMERICAN BROADCASTING COMPANY .~ NEW YORK + CHICAGO « DETROIT « LOS ANGELES « SAN FRANCISCO 
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Silklin Starts Test Drive 

The San Francisco office of 
Silklin Paper Corp., division of 
Crown Zellerbach Corp., has 
started a test campaign for its Blu- 
Magic paper towels in Fresno. 
Newspapers, radio and sampling 
will be used. Botsford, Constantine 
& Gardner, San Francisco, directs 
the advertising of the company’s 
line of household paper products. 


-PERSONAL: 


@ %.1.B.*, everyone here anxious to @ 
know more about whet you're selling. 
Send word through KIOA, we'll be 
sure to heer. 
As Des Moines’ only 10,0001 watt 
station, KIOA will serve you odmir- 
ably in towa's abundant market. 
maps, schedules and avail- 
abilities are yours for the asking, 
- « « See any Pav! Raymer man or 
write direct to KIOA, Des Moines, 
lowa. 
*Radio Time Buyer 
710,000 Watts day, 5,000 Watts night 


Fleer Tests Video 
in Bubble Gum Sales 


PHILADELPHIA—Frank H. Fleer 
Corp. is testing television’s pull- 
ing power for its Dubble Bubble 
gum in comparison with the sales 
effectiveness of other media in six 
cities. 

The spot announcements, through 
Lewis & Gilman, Philadelphia, are 
being placed next to established 
programs appealing primarily to 
children, age 6 to 14. Cartoon- 
like characters and a provocative 
musical jingle are being used. 

If the test proves successful, the 
gum campaign will be extended to 
other markets. 


Hartogensis Named V. P. 


Harold Hartogensis, formerly an 
account executive of Olian Adver- 
tising, has been named vice-pres- 
ident of McMahan-Horwitz Co., 
St. Louis agency. 


Mae ln 


Drug 


& Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion 
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IBM PRESENTS MACHINE—Philip M. Hauser (right), acting director of the Census 

Bureau, receives the electronic statistical machine developed by International Bus- 

iness Machines Corp. for use in compiling the 1950 federal census. L. H. LaMotte, 
IBM vice-president, is making the official presentation. 


New IBM Electronic 
Machine Completed 
for ‘50 Census Task 


WASHINGTON—An electronic sta- 
tistical machine developed by In- 
ternational Business Machines 
Corp. for use in compiling the 1950 
Census has been demonstrated and 
formally presented to Philip M. 
Hauser, acting director of the 
Census Bureau. 

The new unit was designed to 
combine, in a single operation, the 
functions of classifying, counting, 
accumulating and editing. It prints 
the statistical data resulting from 
these groupings of information, 
and automatically balances the to- 
tals to insure accuracy. 

IBM officials estimated that it 
would take 500 persons all their 


to everyone 
who buys photoengravings in Chicago 


tices, and we support a technical de- 


e The odds are that you are buying 
your photoengravings from a mem- 
ber of the Chicago Photoengravers 


Association because our thirty-three 


members produce 


engravings made in Chicago. 

You are probably well-acquainted 
with at least one of our member 
organizations, but we feel you should 
also know about our group because 


we stand for certain fair trade prac- 


a majority of the 


velopment program, which have a 
direct relationship to the quality and 
cost of Chicago photoengraving. 

For this reason we propose to tell you 
about our Association activities in a 
series of advertisements, of which this 
is number one. We will report some 
interesting facts about Chicago photo- 
engraving which have never before 
been published. 


Chicago Photoengravers Association 


BOARD OF 


TRADE BUILDING 


« CHICAGO 


working lives to do what the ma- 
chine will handle during the 1950 
Census period. Its use, along with 
other improved machine tabulation 
equipment developed by the bu- 
reau, is expected to speed up re- 
lease of information collected 
about America’s 150,000,000 people, 
45,000,000 homes aad _ 6,000,000 
farms. 


@ The data will be recorded on 
270,000,000 punched cards, and it 
will take about a year to transfer 
basic facts from Census question- 
naires to the cards by means of 
key punch machines. 

The electronic machine has a 
capacity for counting up to 10,000 
units in each of 60 different clas- 
sifications while simultaneously 
sorting the cards into predeter- 
mined groups at a rate of 450 cards 
a minute. 


Virginia Shell Joins R&R 

Virginia W. Shell, formerly in 
the publicity department of Cin- 
cinnati Gardens, has joined the 
publicity staff of the Cincinnati of- 
f.ce of Ruthrauff & Ryan. She has 
been assigned to the Netherland 
Plaza and Terrace Plaza accounts. 
Miss Shell succeeds Edith Rose, 
who has resigned, effective Nov: 
15, to become public relations di- 
rector of Clyde Porcelain Steel 
Corp., Clyde, O. 


Housewares Show Scheduled 


The National Housewares Man- 
ufacturers Association will hold its 
12th national housewares and 
home appliance exhibit at Navy 
Pier, Chicago, Jan. 19-26. 


Telegraph Your Hat 
Gift, Lee Campaign 
to Advise Shoppers 


DanBuRY, CONN.—In a new de- 
velopment of its merchandising 
policy, Frank H. Lee Co. will pro- 
mote gift sales of Lee hats through 
Western Union offices througho: | 
the country. The company has con- 
tracted for Western Union to take 
and wire orders for hats to an,- 
one via its nearest office. 

The gift promotion will be 
plugged on the Lee radio program, 
“Robert Montgomery Speaking,” 
and the Western Union-Lee tie-up 
will be explained in copy scheduled 
for Daily News Record, Hat Life, 
Men’s Wear and Men’s Reporter 
News Weekly. No national adver- 
tising is scheduled at present. 

Special Western Union Christ- 
mas blanks have been printed for 
orders with a series of messages 
for the sender’s selection. Window 
cards in Western Union offices will 
be used to promote the service. 


ws Lee dealers will be supplied with 
point of sale material to enable 
them to tie in with the advertising 
program. 

Lee dealers get full credit for 
telegrams redeemed, with Frank 
H. Lee Co. paying the handling 
cost involved. The sender of the 
telegram pays the original charges, 
which will be at night letter rate. 

Grey Advertising Agency, New 
York, handles the account. 


Adrian Bauer Names Milton 


John Milton has been appointed 
director of copy of Adrian Bauer 
Advertising Agency, Philadelphia. 
The agency has been named to 
handle the advertising of the fol- 
lowing: Green Acres Development 
Co., Swarthmore, Pa., real estate; 
Highway Express Lines, Philade!- 
phia; and Monte Carlo Sales Co., 
New York, confectioner. 


Raymer Appoints Breese 
Raymer Pharmacal Co., Phila- 
delphia, ethical pharmaceutical 
manufacturer, has appointed Mur- 
ray Breese Associates, New York, 
to direct its medical and drug jour- 
nal and professional direct mail 
advertising, effective Jan. 1. 


Brichta to Fisher Printing 

Ira Brichta, formerly with Kauf- 
man & Associates, Chicago, has 
been appointed creative director 
and production manager of A. H. 
Fisher Printing Co., Chicago. 


at Buffalo’s Food Buyers 
...Use the Courier-Express 


“Food News”...7 days a week with 10 times the editorial space formerly 
devoted to food and food preparation.. 
the Courier-Express is the favorite paper of Buffalo housewives. And it's 
also one of the many reasons why food advertisers have increased their 
linage 118% during the last 10 years in Buffalo’s morning and Sunday 


newspaper. 

Remember, your dollar in the 
Courier-Express buys greater impact 
on the families with more money to 
BUY your products. 
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ANPA Attacks 
Suit Against 
‘Lorain Journal’ 


New YorK—Vigorously chal- 
lenging the right of government to 
force newspapers to take adver- 
tising, the American Newspaper 
Publishers Association last week 
took decided issue with the govern- 
ment’s anti-trust suit against the 
Journal, Lorain, O. (AA, Oct. 3). 

In its brief, ANPA questions the 
right of government to seek a pre- 
liminary injunction broader in its 
terms than the permanent relief 
sought. 

Hearing on the preliminary in- 
junction is set for tomorrow (Nov. 
15) in Cleveland. 

The government’s complaint, 
filed on Sept. 22, charged the 
Journal with a conspiracy in vio- 
lation of the Sherman Act to in- 
jure a competing newspaper and 
a radio broadcasting station by re- 
fusing to sell space to advertisers 
who used the Lorain Sunday News 
or Station WEOL. 

Subsequently, the anti-trust di- 
vision of the U.S. Department of 
Justice sought a preliminary in- 
junction to compel the Journal to 
accept advertising from anyone 
who offered to pay in advance and 
who also advertises over the facil- 
ities of WEOL or in the Lorain 
Sunday News. 


s Acting as a friend of the court, 
ANPA attacked the government’s 
position on the alleged right of 
business men to free access to 
channels of advertising. ANPA 
contends that no such right exists 
and, on the contrary, that the 
courts have always maintained that 
the publication of a newspaper is 
a private business and that the 
publisher may accept or reject ad- 
vertising at his own discretion. 

ANPA further contends that the 
case involves “a challenge to the 
historic American concept of a 
press free from prior restraint by 
government in the performance 
of its function of gathering and 
lisseminating information, wheth- 
er that information be in the na- 
ture of news, editorial comment 
or advertising.” 


s ANPA explained that “the bus- 
iness of a daily newspaper con- 
sists of the collection, selection, 
editing and publication of news; 
the writing, selection and publi- 
cation of editorial comment; and 
the acceptance and publication of 
advertising—all in harmony with 
that newspaper’s policy on the 
conduct of business. 

“It has been the tradition of this 
‘country that all material that en- 
‘ers into the columns of a particular 
daily newspaper is subject to prior 
approval only by the publisher of 
‘nat newspaper. Under our laws 
the primary responsibility for any- 
‘hu g that is published in his news- 
paper is that of the publisher.” 

Tiking the stand that much 
mo:e is at stake than the immedi- 
ate issue, ANPA expressed con- 
cer), with “the whole scope of the 
‘er. ce of the press and the ad- 
mit ed effort on the part of the 
dla itiff to open: the columns of 
the press to anyone who desires 
access thereto.” 


"! the preliminary and perma- 
hen injunction were granted on 
‘Ne grounds asked, “then for the 
rs time in our history,” ANPA 
“ec ared, “the press of this country 
Wl. be subject to an order of 
ot requiring it to give free ac- 
€s to its columns to anyone who 
“er ands the same. If that access 
€ . anted to advertisers it follows 
P8> facto it must be granted to 
ho who wish to disseminate in- 
‘ration either in the nature of 


news or editorial comment irre- 
spective of the judgment of the 
publisher as to its value or im- 
portance.” 


ws The obvious consequences, ac- 
cording to ANPA, “under the 
sweeping terms of the order,” 
would be that “in the event an 
advertiser used an innocuous an- 
nouncement over the _ broadcast 
station or published an inoffensive 
want ad in another newspaper that 
advertiser by the terms of the pro- 
posed order could compel defend- 
ants to accept an advertisement for 
publication in their newspaper 
wholly different in content, whol- 
ly libelous in character, wholly 
abhorrent to good taste, and ut- 
terly contrary to their policies.” 

And ANPA wanted to know 
“who will determine whether or 
not it violates state or federal law, 
and in the event of litigation who 
will compensate defendants for the 
cost of litigation should they pre- 
vail therein?” 

ANPA cited a number of cases, 


notably Near vs. Minnesota (in 
which the court held the statute 
in controversy imposed an uncon- 
stitutional restraint upon publi- 
cation), as precedent for denial of 
the motion. 


Gaines Promotes Three 


Theron I. Morrow, midwestern 
field manager, has been named to 
the newly created position of man- 
ager of special service sales for 
Gaines dog foods, Gaines division, 
General Foods Corp., Kankakee, 
Ill. George Herbert, eastern field 
manager of special service sales, 
has been named to succeed Mr. 
Morrow as midwestern field man- 
ager. Henry A. Butler, Gaines field 
representative in the St. Louis dis- 
trict, will succeed Mr. Herbert. 


Schedules New Publication 
Publicacions Rolland, Mexico 
City, will launch a new publication, 
entitled Construccion Moderna, on 
Nov. 20. It will deal with every 
phase of construction, including 
the communications system of the 
country. M. E. Bensignor, New 
York, is eastern representative. 


55 


Cumberland Appoints Metcalf 

George T. Metcalf Co., Provi- 
dence, R. 1., has been retained to 
handle the advertising of Cum- 
berland Engineering Co., Paw- 
tucket, R. I., manufacturer of ma- 
chinery for the plastic industry, 
effective Jan. 1. Trade publica- 
tions and direct mail will be used. 


ager to parts and service sales 
manager of Nicoll Talcott Corp., 
East Hartford, Conn. 


ALA 


MIAMI SPECTACULAR 


High-spot location 

Roof bulletin — Biscayne Blvd. 

65’ long — 20’ high 
Willing to sacrifice, as advertiser 
is giving up Miami market. For 
details write 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
e., Inc. 


Talcott Promotes Tuttle 
Royden D. Tuttle has been pro- 
moted from assistant sales man- 
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Ralph Bateman 
Katz—Detroit 


* Frank Brimm 
Katz—Daillas 


’ 
Michael J. Flynn 
Katz—New York 


A. J. Underwood, Jr. 
Katz—Detroit 


Stanley J. Reulman 
Katz—Los Angeles 


Fred M. Bell 
Katz—Atlanta 


Martin F. Beck 
Katz—New York 


Flanagan, 


Thos. 3. 


Katz—Kansas City 


* * 
¥ 


richest agricultural area — 308 counties in Minnesota, 
the Dakotas, Nebraska and lowa — accounting for 
nearly $3-billion in net farm income last year. Ask 
for an introduction through one of her admirers 
shown here. One date with BIG AGGIE will 
make you mad for matrimony. 


Too bashful to be photographed, these stalwarts 
are nevertheless ardent admirers of BIG AGGIE. 
Let them give you the lowdown. 


Richard B. Stark 
Katz—New York 


William W. Joyce 
Katz—Chicago 


William S. Wright 
Katz—New York 


. 

G ENTLEMEN, here's a buxom beauty worth cultivating! 
Popular? A 1948 diary study showed that listeners 
prefer her 94.7°/, of the time over 43 rivals mentioned. 


Influential? She reigns supreme over the world's 


Theodore E. Kruglak 
iF Katz—New York 


David H. Decker 
Katz—Chicago 


Abe Doris 
Katz—New York 


Walter E. Nilson 
Katz—Chicago 


Robert Salk 
Katz—Chicago 


Morris S. Kellner 
Katz—New York 


Donald C. Staley 
Katz—San Francisco 


Harry M. Harkins 
Katz—Atlanta 


Roy Miller 
Katz—Chicago 


xé Cowles Station Attiliated with ABC 


5370 KC — 5,000 WATTS 


SIOUX CITY YANKTON 
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usi pe For the January-October pe- October Business Paper Advertising Volume 
B ness Pa r Ad riod, ad volume in the entire group g 
Volume Down 8.6% totaled 260,701 pages, 7.3% less; These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
than the 281,135 pages for the! duced without written permission. Unless otherwise noted, all publications are monthlies and have stand - 
: comparable °48 ten-month period.| ard 7x10” type page. 
in October Issues The export publications were off . nae r\ 
aad . : : ages 
Cuicaco—Advertising volume in| 11.8%, trade publications 9.3%,| yoystaiaL croup 1949 «1948 1949 «1948 19491908 
business papers was off 8.6% in|class publications 6.6% and indus- Aero Digest eevee. iz is Mining Engineering 30 §37 General Merchandive— ele hes, 
: : j ~| American Builder ........ i ; é y 
October issues, compared with a/ trial ap. 63% for the ten American City .......... 119 125 6) pe oe ve 248 275| Grocery Editions ...... 138 140 
eres Tie | Mere are th ve fe- ees )«6C eC ee: 7. 2 ee. 6 
: : : ™ Ww. odern Plastics .......... sees 
tabulation of linage figures by In- eee are the comparative fig peo th > nade 39 mete eee 51 $85 | Electrical Dealer ........ 62 "5 
dustrial Marketing. The identical | ures: Analytical Chemistry A ROP x is National Butter & Cheese ia s Chociriont Berdinndising in * 
: ~ i i iC te ~~ wie see | ae | Ee 
‘percentage of loss was recorded in ey ee Architectural Record ©... \\/253 179 | National Petroleum’ News >| electrical Wholesaling *80 #19 
September. Chansttlection co en Automotive Industries (semi- om we 7 RRS 108 129 rere Equipmest Retaltiag -¥ 93 72 
The 242 publications reporting | maustriai 17,167 18,719 | aviation Operations |. #39 *57 oe ry ll eal ft i oe #160 #176 
carried a total of 26,903 pages of a cers aoe Aviation Week ns bad at 103 Oil & Gas Journal (w.) .. "9569 §*544 Festi! & ol _ Vee 2 3 
advertising in October, compared | Export 1,042 1,231 Deddina ee See? «.- 8 s someting, Gastater Files se 52 48 rr 4 6 
with 29,438 pages for the same °48 TEN-MONTH PERIOD Better Rents gretereeees: 30 a Packaging Parade (934x12) 58 53 a ae ee.) na a2 385 
Pe raviasses  -).° an ~ CRRA Ah lll! nn a. Sa beees 
month. 8 bl + ne "Sa,000 ey Brick & Clay Record... *42 *47 a ey & Paper Hosiery ‘ Underwear Review 14 142 
The 18 export publications again | ciass 22/422 24,009 | Bus Transportation ...... 105 132| p, OO ES osiery Industry Weekly .. ‘ 72 
: Y . ‘ per Mill News (w.) .... 1§*137 §*154 i nT <50 ‘diy 
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15.4% decline for the month. The CL Nicnsvien: « 1*65 #87 | Petroleum Engineer ...... §*173 MLE Jalhcasens oo. 1*167 225 
: ‘nati ic Industry ........ *73 | Petroleum Processing .... 65 61 | Implement Record ....... 56 74 
144 industrial publications were|Names Earle Hamilton a) yy Oe ~e 73 | petroleum Refiner -.. *148 «184 | Industrial Distribution . 17% 2207 
down 8.3% in October ad volume,|_ Earle E. Hamilton, formerly with | "Wows qw.) .........-.. 151 126 | Pit & Quarry ........... *99 *117 | Interiors ...........-... 111 122 
4 with . the 54 British Aluminum Co. for 25 years| Chemical Engineering ..... 264 307 | Plant Engineering ........ 41 23 | Jewelers’ Circular- Keystone 215 282 
compared with a year ago; the : we : Ch 1 Indust }*101 STE WW anes betcevecers 52 55 | Leather & Shoes (w.) ... 4§*125 §*126 
and with Dominion Foils (Canada) | Chemica ustries ...... — = ot ier 6 See & 4 26 
trade papers were off 9.4%, and/Tita. for four years, has been ap-|fhsleal Processing Preview = § 126123 | Soe Generation ... 2. 7 9a | Liquor ‘Store & Dispenser’. 63 70 
the * Maa publications were! pointed sales manager of Ware-| Coal iD. anatscaces gee 158 169 Mery ae 2 eA A 93 $1 Meter sereenstesceseses us 351 
down 5.9%. house Metals Ltd., Toronto. ee Diet thew.) , 1*124 #132 | Product Engineering Bee ‘ *245 *284 | Motor Service (Va, x 6) g 146 150 
Construction Methods .... *102 *113 | Production Engineering & ut (National Jeweler) by x 
Construction News Monthly *68 *70 Management .......... 78 80 RS ee 195 259 
Constructer ..........0:- 33 45 | Products oa National Bottlers’ Gazette .. 76 107 
Contractors & Engineers  t. Sy aae 65 91 | National Furniture Review . 75 91 
Monthly (934 x 14) .... *51] #55 | Progressive Architecture 93 98 | Office Appliances ........ 196 175 
Dairy Record ........... 166 gg | Purchasing .............. *216 *246 | Photographic Trade News .. 61 91 
Design News ............ 105 99 | Quick Frozen Foods & the Plumbing & Heating 
Diese! Progress (9 x 12) .. 43 62 Locker Plant ......... 55 67 DE "Siuesecne ces 94 81 
Distribution Age ........ 57 64 | Railway Age (w.) ....... 1203 261 | Plumbing & Heating Journal 54 74 
Lo Soe at 2 104 | Railway Engineering & Plumbing & Heating Whole- 
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Electrical World (w.) .... 1*284 279 | Sewage Works Engineering . §33 §37 | Southern Hardware ...... 108 128 
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EE edd cain nines a's *180 *213 | Traffic World (w.) ...... 124 132 | American Funeral Director . *95 *86 
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Gas Age (bi-w.) ........ 1106 84 | Water Works Engineering .. 46 53 | American Restaurant ..... §98 117 
Heating & Ventilating .... 76 93 | Welding Engineer ........ 64 63 | Banking (7 x 10-3/16) ... 62 59 
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Conditioning .......... 126 140 | Western Construction News . 84 95 | Chain Store Age— 
Ice Cream Review ........ 106 138 | Western Industry ........ *48 *57| Fountain Restaurant 
Industrial & Engineering Wood Worker ........... 68 $1 Combinations ......... 24 21 
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 .._ ne ee le rer *190 *261 | Dental Survey .......... 117 120 
(Bq % Ge) ...00055-- 64 94 wed Oil... *188 *194 | Fountain Service ........ 51 6l 
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SE beadckdsks cee §262 §281 | American Artisan ....... 106 113 Medical Association (w.) . 320 381 
Manufacturers Record ..... *36 *41 | American Druggist ........ 116 126 | Laundry Age ........... 58 79 
Marine Engineering & Ship- American Lumberman & Medical Economics 
ping Review .......... 92 101 Building Products Mer- = 2 per 128 117 
Mass Transportation ...... 31 32 chandiser (bi-w.) ...... 1*140 *152 | Modern Beauty Shop ..... 78 100 
Materials & Methods .... 131 152 | Boot & Shoe Recorder Modern Medicine 
Mechanical Engineering .... 91 106| (semi-mo.) ............ §*330 §*329 (semi-mo.) (414 x 634) 150 155 
Mechanization ........... *88 *90 | Building Supply News .... 136 132 | Nation’s Schools ........ 90 86 
Metal Finishing ......... 69 78 | Chain Store Age— Oral Hygiene 
Metal Progress .......... 142 164 Administration Edition (4-5/16 x 7-3/16) .... 142 143 
ar 103 152 Combinations ........ §31 30 | Restaurant Manayement §103 §123 
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American Automobile 
ooo (overseas edition) ...... 73 81 
American Exporter 
(two editions) ........ 170 239 
American Exporter Industrial 
(two editions) ........ 139 170 
Automovil Americano ...... 81 102 H 
Caminos y Calles ........ 31 26 ‘ 
Embotellador ........... 35 31 
Farmaceutico ............ 44 52 St 
Pepito is a nice lad from the town zon down to Mindanao. The sg ed Bas editions) s ” 
PS Sx Wha we © 
of Batangas, Batangas province, on RAMON ROCES Group covers them . ee | Internacional 2 
the island of Luzon. He speaks all by dialect sectors and buying I oy ~ 63 
Tagalog, the Philippine's leading groups with a readership of over . ie Sitfagss ses: : . 
cGraw-Hi PE edi a's 
dialect. Every other week he waits 2,000,000. Petroleo Interamericano Tex 64 3 
for his favorite magazine, printed Issue one space contract, supply , a + ay A naam cee 18 
in the language he can read. English language mats or cuts and " 1 ag aeeieds » . 
PILIPINO KOMIKS does a special- your advertising will appear in the Spanish oe ge sia - 
ized advertising job. Filipino boys dialects in all important Philippine ME Re Ld osee = 61 
and girls greatly influence the buy- markets. ee 7 ‘ : “To42 231 
ing habit of their parents. Consult your advertising agency or §Includes a special issue. 
The RAMON ROCES Group con- write for further details to our Heng dy ~~ ee in special W: ter 
sists of eight publications. To- United States Representative: AL- section. 
gether they make up the group to BERT CAPOTOSTO, 270 Park 7 x 10 units 1 sold as pages. 
reach effectively Filipino buyers Avenue, New York City, Tel. ma a. 
from the northernmost part of Lu- Murray Hill 8-4777. *Formerly West Coast Lumberman. 
Flint Quits Peter Paul 
C. H. Flint has resigned as « \!¢s Th 
amon oces u ica ions manager and vice-president ©! 
Peter Paul Inc., Naugatuck, Co \". Sa 
 MANILA*PHILIPPINES manufacturer of Mounds and © 1¢ 
: candy bars. Herbert Billings, *~ 
LIWARWAY -Bannawag - Gscya- HILIGAYNON ‘RISLAP peu — a, rd I — 7 
Pfr; named acting sales manager. “" 
PARUPARO -Pehipsnc- MG *Jagalog KLASIKS : cand Calton bes teen mapetnied r 
assistant sales manager. 


ee pom Ny 4 <u stand i ‘ 1 Fray ee ee Poe ; Re eee oie iy sae 5 ag 2 eee F Pee = ee Te Mees ee &, 2 
ie oak ‘ ¥ is i ig = se —s Be Be ; Sy wt oa ee i ge : : ; er ae ey 
~ a oa ae lor i ¢ if. ie ‘a dh: A ca aii 7 Le, Sel, ed Ver 8 ? eo ee | ; : . : ty : : 
ee : We eg aie Si Ae oy i. Ti eka ey oy 4 ee is Son ig. Ss dt | : 
a, : | ; | | ) sid jo ; xe ca i “ie $ aie eae 7a : eee! F 2 cea ; 
‘ . | r Veih tar: ete - * i > ee ae a aN oe 7. Sees ie ca <, af i r ie a 
, a ——- Rag a " ae é : oe ee ei pe Guat ey i ha os at ’ 
a ish a cal eee beats ey ee oy gs sige liam aia me = ¢ ‘. : ‘ae By Bs nae ae % ee te agat a eee 
i a ee ee ee mG rept A 4:2 aa eae inns sre Te ae ec a ae ; | ake F | | 5 : ns | 
ae ° 3 Tag TC ae ea Sore er. eye ae Sen eee a =: epee Sau E RR Ay ages sae, Se a ee + oe | pe ee oe oes | oe | 
© me! oe ta 4 - a A is sic ne oe fa " gee ee ete oe i at a Pet fe ee ee am 4 
See a | 
be ae 
ie ie 
a ae | 
a Aros iets 
| i aga 
ia ie 2) 
aa 
ae. het 
7. ar 
a mer 3 
ae oe 
a oe ae - 
a: ia 
Saber 5 
7 7 
Fn. 2 
Sq —_ : : 
a 
PP ee 
a py te 
et ie : 
; iad 
ae ; 
ee 
pee “ 
no 
Bene wees 
x + 
ne sg ae 
ea F 
rem 3 it i 
Lagi - : 
i ie ye ; 
eens 
Pee 
ee 
ue ee 
BOst es 
3 Heer 
Sik geal ates 
sig Ge A 
aah Mv 
Sh arial ies 
age eal 
SE Ae arg d 
Hanne 
ule 
a 
4 
oy) a hae aha 
ee has ey 
CF eae ame 
ay ee 
ss 
use 
ores 
Tole 
Sag See 
pions ues 
pee Goal 
+ gaia pee, 
— hiaaing es! 
+ Gee ee a 
aes, 
rac eS 
Ea 
eo es 
el 
Bi ae 
jase os 
egies 
aie is 
De 
i en i 
pao Se 
aie 
‘ ranges 
er a a 
agree ae 
ieee Sats a) 
ae einen? 
hited i 
eit ae 
oo en eae 
i i Sake . 
+ Eyes 
ty ; aa 
ee uhies P 
tiie Med te 
oe Gen a 
eg me a 
Et ee 
ere eg Si 
ee eR aie) 
- eee iad 
Wecutea ce ee 
sy alee: 
ae ee eu i 
Mees > 
er ae _ 
" a ae 
oe 
a 
eee 
a a ' 
r - a 
ae 
1 
net 
i i 
i . 
ne. 
pin ee 
aS Pee 
2 ee ey : 
es a : : 
gh > 
fia ame 
hg oe 
. We a 
FEET er ae 
dicot Mee j 
eee ‘ 
Prat le) a 
Wea Se 
ee Oe ee 
in! via eee : 
Be clay hy oe , . | | 
| ; Be 8 ak: PPP Te et ties oA eh ey RG Oe RN ee et ten, Rion es se ter a te ee eae EONS fe Pe ey ee Pee eee ee eee . 
eae pees no bane PE Cig at ee ae ee ae Pe ye PRP rE Sg RE Tak Wave Se OD Oe ee Sa Be ne he era ree 
| a , ene i ois RCN cee Sites ih ea Ade og a ved 


i, a > al 
i>z r 
we 


bal 
> 


, > PX. 1 \ od 
~ ik - / 1 . 
RATAN oy now Vwwnoe 


tern 


Southern Rural Sales 
Continue to Break Records! 


Month after month, Southern wholesalers continue to report record-breaking 
rural sales. Are you getting your full share of this new business? Are you 
placing your advertising where it will be read by Southern farm families? 


“Sales of electrical appliances, advertised in 
The Progressive Farmer are setting new 
records. As an example, a rural dealer at 
Celina, Texas, (population 994) has sold 1807 
Norge refrigerators and a like proportion of  7~ 
other appliances in the last two years. We 
| : — consider The Progressive Farmer the No. 1 
a Je oan  ~=—s magazine in our trade territory.” 

a . WILL J. SCHNELLE, President 


Texas Wholesalers 
Dallas, Texas 


“Our Company has expressed itscon- sale stores. Most of these are located 
fidence in the future of the rural in—and draw patronage from— 
South as a great, new market for smaller towns and rural areas.”’ 

onus eee Vee weve OX DUNBAR ABSTON, Vice President 
panded from a few distributing out- Gubund; Gres & Veults Ceanaes 
lets to our current total of 104 whole- Memphis, Tennessee 


“The South has set new records in’ perous and dependable customers 
farm income and newly electrified for electrical appliances and home 
farms for nine successive years and modernization equipment.” 
‘ 
ee bigsnaty prafponctines Ds ale C. J. HENDON, Commercial Vice President 
nee General Electric Company 
lines. Southern farm families are pros- Atlanta, Georgia 


Here are a few significant facts from the 1949 Report of the Crossley Continuing 
Study of Magazine Readership, Preference and Duplication in the Rural South: 


Among Southern farm families, The Progressive Farmer has a larger 
audience of regular readers than the combined audience of Life, The 
Saturday Evening Post, Ladies’ Home Journal, Look, McCall’s, Collier’s 
and Good Housekeeping. 


Among Southern farm families, The Progressive Farmer has a larger 
audience of regular readers than the combined audience of Country 
Gentleman, Farm Journal, Capper’s Farmer and Successful Farming. 


Among Southern farm families, The Progressive Farmer has a larger 
audience of regular readers than the combined audience of the next 
two Southern farm magazines. 


The complete Crossley Report in the form of a 24-page booklet entitled 
SOUTHERN FARM FAMILIES— What They Read—What They Prefer 
's yours for the asking. Request it from any advertising office of The 
Progressive Farmer: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, 
CHICAGO, EDWARD S. TOWNSEND CO., LOS ANGELES, SAN FRANCISCO. 
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FOR MORE SALES IN THE 
PACIFIC NORTHWEST 


There’s more to the Pacific Northwest than just the 
coastal regions—there’s the big inland buying market which 
lies between the Cascade Mountains on the West, the Rocky 
Mountains on the East, the Canadian Selkirks on the North 
and the Blue Mountains of Oregon on the South. Composed 
of parts of four states and independent of coastal influence, 
the Billion Dollar Spokane Market produces and buys more 
than any strictly city market of a half million. 


Spokane Market residents—there are 23% more of them 
today than in 1939—are in the money. Sales Management's 
1949 Survey of Buying Power issue reports this wealthy 
market with a 1948 net income of $1,162,999,000, and total 
retail sales of $941,939,000. 


Here’s a market in which you'll want to “lay to it’—if 
you want more sales in the Pacific Northwest. The best way— 
the easiest way—is to give your advertising the benefit of the 
pulling power of The Spokesman-Review and Spokane Daily 


Chronicle. They have the dominant circulation and the read- 
ADCR, 


ership to do the job alone. Are they on your list? Co, I 
> a 
Ec 
Consumer Analysis Available - Now! _ | 4 
Send for your copy of the 1949 Consumer Survey of the Spokane Market. Conducted 
by R. L. Polk & Co. this study, which is the third comparative report, provides live 
consumer statistics you will use for months to come. Address your request to the 
General Advertising Division. 
; Combined Daily 
tiie mm CS 
HE SPOKESMAN-KBVIEW Now Over 
MORNING tgs SUNDAY ‘enim 
nse") : :. 150,000 
Suokune Baily Chiron ici 81.84% UN-duplicated 
SPOKANE, WASHINGTON 
Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 7 
Los Angeles, Son Francisco. Color Representatives, SUNDAY SPOKESMAN- Spected 


REVIEW Comic Sections: Metropolitan Group. 
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PHOTOGRAPHIC 
OF THE WEEK 


p 
LINOLEUM <<. 
LACQUER PS 

Lo 


DEMONSTRATION—Republic Paint & Var- 
nish Co., Chicago, is using this die-cut 
counter piece to offer paint store custom- 
ers a visual demonstration of what its 
linoleum lacquer will do for an actual 
piece of linoleum, using the “before and 
after’ technique. The display piece is 
mounted by the Chicago Die Cutting & 
Finishing Co. 


GANTNER GETS MEDAL—Vallejo Gantner (left) received the Fashion Academy Gold 


; . 3 es ae << 
Medal award for 1950 on behalf of Gantner of California for “design ingenuity &, G8. . 
and high fashion appeal’ of the company’s 1950 line of women’s swim suits, two oe 
of which are being approved here. Emil Alvin Hartman, director of the Fashion + plaasant to shop 


Academy (center), presented the award in New York. 


INSTITUTIONAL—Each od in Dominion 
Stores’ series features a picture of one of 
its employes who tells, in first person, 
the story of his or her job. Copy also 
carries a panel headed, “‘Here’s why it’s 
pleasant to work at Dominion.” Harry E. 
Foster Advertising, Toronto, is in charge 
of the campaign, which is running weekly 
in 21 dailies from Windsor, Ont., to Hali- 
fax. 


ADCRAFTERS HEAR ABOUT COPY—George Loaflin Miller (left), of R. T. O’Connell 
Co., New York, made a plea for strong selling copy in preference to novelty in a 
speech before the Adcraft Club of Detroit. With him, here at the speakers’ table, 
ore Andrew T. Howlett, Grant Advertising; Charles B. Lord, Adcraft president; and 
Edith Fern Melrose, president of the Women’s Advertising Club of Detroit. 


COMPACT AND PORTABLE—The Hermes portable, product of Paillard Products 


Inc. New York, newly opened branch of Paillard Ltd., Yverdon, Switzerland, is in- 


‘pected by H. Stauder (left), vice-president and general manager; Jack Kern, 
sales manager; and E. W. Pernet, Swiss vice-consul. 


AD-TRACTIONS OF 1949—Members of the Advertising Club of Los 
Angeles and Los Angeles Advertising Women, co-sponsors of 
the second annual Ad-Tractions ball, had a lot of fun dressing 
up as their favorite ads, products, media, etc., for the party at 
the Ambassador Hotel. The two at the left are Haan Tyler, gen- 
eral manager of KFI-TV, and his spouse, dressed in red to give 
their impression of the current TV picture. Most outstanding 


trom California 


MERS — Springfield's All Wool 
Woven Flannel Mamenh Plad in 
Green & Beven, Blue & Grey, Red 
& Block, Gold & Red. Sizes 52 

to «A. vena at Shas 


HIS — Dan Rivers Woven 
Chen Pla vwernkle reststanc 
Rayon im Beown (rev. Goeen 
and Blue, Sizes S MEN 
retails at $7.95 


At better vere wavmraity 
19 sever achabbe wae 


StOWNSTEIN LOUrt COMPaNT 
Siwoe 2495 
LOS ANORLES ff. COL1FORNEA 


the sume execllont stwhing. service and washability in 
Hendon Shorts for Men 


ESQUIRE \iayarine hws over three million women 
rewder and. has aieveys to prove i just as many 
mail inquiries about womens shirts os shout men's shire: 
come te ts from beg teatlers 
Other survers show that mor top cetail executives, 
merchandise men and buvers sead Mademoiselle for 
womens fashions and Exguere for men’s fashions than 
That's the question about Wexvax advertising put to My other cunsimer magazines in the apparel field 
us by @ retail store buyer recently. Heres the answer Ve want these prospective purchasers to Rhow that 
' they can buy quality shirts for beth their men's and 


MADEMOISELLE’S hall «nu ilion copies every month 


. wuornen dhe partin ms under the Hexnan libel 
are cead by women principall in the 13 to W yeas aye 


BROWNSTEIN-LOUIS COMPANY 


Sine 1895 


group: many of them are married and buy shirts fot then 
husbands. Because of thew own satislactory experience 
LL with Hendan Mannish Shirts, we think they want Low Angeles 1228 San Julian St. * Chicagy: 9102 Merchandise Mac 
SWITCH ON SHIRTS—Brownstein-Lovis Co., Los Angeles, uses a merchandising twist 
in this page in California Women’s Stylist, explaining why Hendan shirts for men 
are advertised in Mademoiselle, and shirts for women in Esquire. The Mayers Co., 
Los Angeles, is the agency. 


THEY RAN IT—President Justin Miller of the National Association of Broadcasters, 

Marie Houlihan, director of public relations and publicity, WEEI, and Harold Fel- 

lows, general manager of WEEI, seem happy about the success of the NAB First 
District meeting held in Boston Oct. 31-Nov. 1. 


costume award went to Glenn Carter, Bank of America, and Mrs. 
Carter (center), for their depiction of the bank’s “Buy Now” 
campaign. On the sofa (right) are Beatrice Kentz, BBDO, presi- 
dent of the women’s group, and Mary Buchanan, Union Pacific 
Railroad, co-chairman of the event with David Fenwick, Abbott 
Kimball Co. (standing behind her). Standing at left is Richard 
Russell, president of the Advertising Club of Los Angeles. 
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No. 3432. Just Who Actually Ride 
the N. Y. Subways? 


Here is an exhaustive “rider- 
ship” analysis, “The Politz Study 
of New York Subway Advertising 
Coverage,” just issued by the New 
York Subways Advertising Co. 
Inc. Showing that subway adver- 
tising has a monthly circulation of 
220,000,000, the riders are then 
studied as to sex, color, age, home 
ownership or amount of rent, oc- 
cupation, etc. The booklet is 
thoroughly illustrated with maps 
and charts. 


No. 3433. The Dairy Farmer as a 
Prospect and Customer. 


“Milk and Money,” a new book 
prepared by Hoard’s Dairyman, 
provides an objective view of the 
dairy farmer as a customer by 
comparing him statistically with 
other types of farmers. Analytical 
tables deal with income, value of 
farm property, number of farm 
machines, value of products, house- 
hold facilities, automobiles, trucks, 
electric motors, gasoline engines, 
tractors, etc. Tables showing the 
growth of the market and its geo- 
graphical breakdown round out 
the picture. 


No. 3435. Two Thousand Prizes 
for Salesmen. 

Advance copies of the new 1950 
catalog, illustrating and describing 
more than 2,000 merchandise 
prizes for sales incentive programs, 
are now available from Maritz 
Sales Builders, St. Louis. In ad- 
dition to the big catalog, entitled 
“Prizes,” a folder on “How to Op- 
erate Incentive Plans,” data sheets 
outlining various programs, confi- 
dential price lists, etc., are in- 


cluded in the package. 


Note: Inquiries for items listed above 


100 E. Ohio St., Chicago 11, II. 


Please send me the following (insert number of each item wanted) 


SERRE TEER SERRE REET ERO E REET ER ERE ER EEE OE ES ERESERTEOEOR SEEDERS E OEE E EE EES 


No. 3437. Reaching Families in 
the $13,000 Bracket. 


Comparing the average $13,557 
income of U. S. News & World 
Report readers with the national 
average of $4,018, this “Study of 
a $5,000,000,000 Market for Class 
Consumer Goods” shows where 
the upper-bracket money goes for 
food, shelter, clothing, transporta- 
tion, recreation, etc. A factual an- 
alysis based on data from Retail 
Credit Co., Bureau of Labor Sta- 
tistics, and Research Institute of 
the University of Michigan. 


No. 3440. Forecast for Frozen Foods 
Industry. 


Stating that the frozen foods in- 
dustry has definitely come of age, 
and that its future growth patterns 
are now predictable, Quick Frozen 
Foods offers a new report, “The 
Latest on Frozen Foods,” covering 
dollar and production trends, 
changes in the distribution pic- 
ture, and a forecast of equipment 
requirements. 


No. 3446. Fort Wayne’s $578,000,000 
Spendable Income Analyzed. 


To arrive at workable figures 
for Fort Wayne, Ind., and its sur- 
rounding counties, The News-Sen- 
tinel offers a new book in which 
buying power of families in the 
city and retail trading area is based 
on income after all taxes. By con- 
sistent use of maps, the book makes 
it easy to visualize families, in- 
comes, actual retail expenditures, 
and newspaper circulations within 
the thirteen counties of the area. 
Entitled “More Profits for You in 
The Golden Zone,” the book is of- 
fered with an additional large map 
giving detailed market data. 


will not be serviced beyond Dec. 26. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
WANTED: Experienced premium salesman 
to cover Eastern territory out of New 
York, traveling perhaps 90% of time. 
Prominent glass company desires better 
than average candidate for better than av- 
erage position in the premium sales field. 
Box 2713, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Wanted: 30 year-old merchandising man 
who since completing college (preferably 
major in some phase of marketing) has 
had 4 years of experience within, or in 
contact with, retail food or drug chan- 
nels. Our company is a “blue chip” na- 
tional organization with our merchan- 
dising centers in New York City, the 
Mid-West, South and Pacific Coast. Per- 
sonnel aim is stability and development, 
rather than any casual acquisitions and 
terminations of “talent as needed.” 
Box 2712, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING SPACE AND 
DISPLAY SALESMEN 
There is a big, untapped market in sell- 
ing striking, brightly printed “Scotch” 
tape streamers to the advertising field 
for use as point-of-sale material. We 
want some high-calibre men experienced 
in selling advertising space or displays 
to represent us in the midwestern and 
eastern areas. Excellent commissions. This 
is open to men interested in either full- 
time selling who will receive a draw- 
ing after a six week trial period or 
part-time men looking to supplement 
their present. income. Write for per- 
sonal interview giving your advertising 
background. 
Box 2779, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING AND PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 
FLORIDA FIRM WANTS 
SALES MANAGER 
You'll live in florida!...Old established 
firm. Product manufactured for 25 years. 
Nationally advertised for 14 years 
in leading consumer magazines... You 
must have had experience in selling 
packaged specialty products through gro- 
cery, drug and variety stores. Must 
know brokers and how to work with 
them. Should have contacts or know key 
buyers in wholesale, chain grocery and 
drug fields. Successful past performance 
record necessary. Salary, plus generous 
over-ride on sales increases. Because con- 
sumer acceptance high, product needs 
only wider distribution to assure greatly 
increased saies volume. Give all details 
first letter. 
Box 2772, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
CIRCULATION MANAGER for group of 
Chicago ABC trade =e Must be 
thoroughly familiar with all branches— 
mail and sales men solicitation, fulfill- 
ment, addressing, systems, competent to 
handle large organization and assistants. 
Excellent opportunity for young man 
on his way up. Adequate salary; all em- 
ployee benefits. Must have proven imuil 
selling experience. Confidential. 
Box 2771, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADV. ASST. - DEG. & INDUS. 

EXP. E 
SALES PROM. ASST. - FOOD EXP. ..$450 
AGRICULTURAL COPY WRITER ...OPEN 

SHAY AGENCIES 

30 W. Washington Chicago, Ill. 
LAYOUT-IDEA MAN to create smart, 
modern visuals. Work is challenging but 
fun! Permanent position with aggressive 
Cincinnati company of national renown. 
State experience and salary expected in 
first letter, samples later. 

Box 2769, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 
ASST. ADV. MANAGER 

in packaged food field wants bigger job. 
Presently employed with company among 
top ten advertisers. Comprehensive ex- 
perience in publicity, public relation 
sales promotion, budget control, agency 
contact, design and buying of displays, 
media research and contact. Know brok- 
erage and distributor method of dis- 
tribution. Good administration, com- 
pelling writer, and strong on creative 
ideas. Salary $5500-$7000. Resume sent 
and all replies kept confidential. 

Box 2773, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

TOP CREATIVE LAYOUT DESIGNER 
15 years agency, studio, free lance ex- 
perience in modern design & finished art 
Versatile, fast. $10,000 per year. Chgo 

Box 2775, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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POSITIONS WANTED 


YOUR ADVICE NEEDED 
Successful advertising man will specialize 
in Public Relations. Seeks chance to ac- 
quire experience and/or training on PR 
Possibilities: PR job in city where night 
courses are available, or special assign- 
ments (see below) near college offering 
PR courses. You may have a better idea. 
College graduate, married, 30, accomp- 
lished speaker and teacher. Now in 4th 
pleasant year as mfr’s advertising man- 
ager, charge of promotion, contests, pub- 
licity, house organ, creating and mer- 
chandising advertising to salesmen. Write 
now 

Box 2774, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

EDITOR - ASSOCIATE 

Employed trade publication. Versatile 
writer, reporter. Experienced all phases 
editorial production. Journ grad. 27, 
Seek new connection writing, edit- 
ing. 

Box 2776, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Wanted: ADVERTISING JOB 


Background: 
Life Insurance Sales Experience 
Retail Store Sales Experience 


Advertising Major; Graduate of 
Northwestern School of Commerce 


Accounting Major; Graduate of 
Bryant & Stratton College 


Age 29; Married 
Box 2778, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
“Star Pitcher” 

NY: $48,000; CHI: $42,000 
Account Executive - Now directs millions 
in national billing. Would bid reluctant 
90-day farewell to lovely friends in this 
old line “first division” agency and kiss 
my long-time satisfied clients good-bye— 
to sign as manager, coach or player with 
a more pennant-minded team in a bigger, 
faster ball park. If steady delivery under 
fire pays off at your World Series box- 
office, better check the league standing 
of this available ‘20 Game Winner”. Can 
report early for Spring training. 

Box 2758, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

MISCELLANEOUS 

FINE ARGICULTURAL ART 
John Andrews 1504 Dodge Omaha, Nebr. 
Interested in buying trade publication 
or part interest and representing in 
Michigan, Ohio by long established adver- 
tising salesman. 

Box 2726, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

PUBLICATION FOR SALE 
Business publication publishes for over 
ten years. Has been money maker, but 
due to combination of circumstances - 
which can be corrected-now barely 
breaks even. It represents a real op- 
portunity for established publisher or 
hard hitting space salesman with some 
capital who wants to go on his own. 

Box 2777, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
FREE SAMPLES, READY-TO-USE ART 
Thousands of smart line drawings by top 
artists, less than 5¢ each. Thrifty for 
paste-ups. Write for free samples & cur- 
rent release on approval. Volk, Box 207, 
Atlantic City, N. J. 


Boeing Plant Votes 
in Aero Mechanics; 
Climaxes Ad Fight 


SEATTLE—The Aero Mechanics 
Union, affiliated with the Inter- 
national Association of Machinist:, 
ran a 2 to 1 lead over the Aero- 
nautical Workers local of the In- 
ternational Teamsters’ Union 
(AFL) at Boeing Airplane Co. s 
plant here, in balloting conducted 
by the National Labor Relations 
Board. 

The voting was the climax to a 
sharply fought campaign in which 
advertising played a big part 
(AA, Oct. 31). 

The Aero Mechanics polled &,- 
107 votes to 4,127. In addition, 401 
workers voted for no union; 286 
ballots were void and 2,132 were 
challenged. 

Dave Beck, executive vice-pres- 
ident of the teamsters union, an- 
nounced he would seek to void 
the election as improperly con- 
ducted and would continue or- 
ganizing at the plant. 


Two Appoint Sperling 

Lewis Sperling, Providence, has 
been appointed to handle the ad- 
vertising of American Kosher Pro- 
ducts Co., Boston, using radio, and 
Tom Ward’s Auto Top Co., Provi- 
dence, using radio, newspapers and 
trade publications. 


A ‘Better Deal’’ for 
2 or 3 Account Executives 
or small agency owners 
If your accounts are non-competitive with 
ovr present accounts, this well-rated 30- 
year-old Chicago agency offers you this 
“Better Deal." 

1. Will pay a reasonable amount for 
your established business. 

2. Will give you a liberal share of com- 
missions on your present and future 
business. 

3. Will pay all your normal traveling 

expenses. 
Will share profits with you on our 
overall agency operation. 

5. Will back your sales and service ef- 
forts with the fully-staffed person- 
nel of our wholly-owned offices. 

6. Will protect your estate in case of 
death by a continuing payment of 
commissions for a reasonable period. 

Address mc in strict confidence, either di- 
rectly or through a third party. Agency 
President, Box 7491, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Illinois. 


> 


WANTED 
CIRCULATION DIRECTOR 


This is an excellent opportunity with a publisher of lead- 
ing trade magazines. Please do not write unless you have 
extensive training and experience as circulation manager 
of trade magazines. Must be familiar with ABC require- 
ments, subscription fulfillment procedures, and able to do 
an effective job of subscription promotion by direct mail. 
Write: Box 7490, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


-——IS THERE AN AA IN L.A.—— 


(Beverly Hills not Excepted) 
interested in man with 22 years 
experience all phases agency work 
incl. layout, production, point of 
sale merchandising, direct mail and 
mesketing? A-l references fur- 
nished. ~~ 4 oem, No selling or 
comm. deals. y: 725 No. Doheny 


ifs 
Dr., Beverly Hills, Calif. 
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SOMEWHERE IN CHICAGO THERE IS AN 
OPENING FOR A COPY CHIEF OF 
DIRECTOR OF ADVERTISING 


It may be an agency. It may be a mail «rder 
firm or a manufacturer of consumer goo... 
I think I may be their man. I’m read) [0! 
a change, and ready for it now. Here’s 4 
I have to offer: 
(1) Capacity to think logically; the abili » °° 
analyze and comprehend a problem ‘i¢ 
knowledge to relate basic advertising ©"!- 
ciples and ideas to a given situation ‘he 
talent to write with clarity and style ‘he 
imagination required to weld words ; 
phrases to express a desired mood 4 
sensibility and maturity to accept sv §&: 
tion or criticism; the awareness of thx ‘s¢ 
that one risks sounding insufferably °¢° 
tistic in self portraits like this. . 
Experience of almost ten years in \ ious 
hases of advertising—first as copy’ ° 
hen as account executive (cosmetic ; 
tels, books, farm feeds and implem 1's 
currently advertising manager of & : 
pany with large annual budget { * 
phases of promoticn, particularly 
mail and mail order. Knowledge of Pp 
tion (from paper to lithography); 
(national magazines and newspapers, 
mail vehicles, mail order catalogs); - 
art, typography. Capable of directing 
staff and delegating work. Have 4 
of achievement in creating sound 
tising and developing new business 
to meet with top level men to forr » 
@ program or campaign. ‘ s 
Youth and a good education. ['m ~ 
graduate cum laude from an Ivy | * 
College (if that means anything); a ve 
married; and a home-owner. ‘ 
position as far as I can go. Looki! 
one at $18,000 a year with a future 


Box 7492, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ml 
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LP-Gas Promotion 
Budget Will Exceed 
$500,000 This Year 


Cuicaco—The National Com- 
mittee for LP-Gas Promotion, com- 
posed of representatives from all 
segments of the liquefied petrol- 
eum gas industry, will spend from 
$500,000 to $1,000,000 this year on 
promotion (AA, Oct. 10). 

Approximately three-fourths of 
the total budget—financed by vol- 
untary contributions from the in- 
dustry—will be spent on advertis- 
ing. 

Following a market survey by 
the Buchen Co., which has been 
appointed to direct the account, the 
national committee is expected to 
approve a campaign designed to 
sell the home market in farm, 
small town and suburban areas 
beyond the city gas mains, on the 
merits of LP-gas. 

The remainder of the budget 
will be devoted to publicity, em- 
ploye training programs and spe- 


IMPRESSIVE CHRISTMAS GIFTS 


FOR THE ARTIST AND 
» THE LAYMAN FROM 


The Department Store of Art Materials 


For the happiest, handsomest holiday 
ifts in the world, come to Arthur Brown 
Bro. Our store is crammed with art 
goods for Christmas, at angelic prices. 


(?.S. Are you a DaVinci or a doodler? Either way, 
you'll find what you want at Art Brown.) 


THE ART DIRECTOR MASTER DRAWING DESK 
beoutifully made of natural wood 
Your favorite gift-getter will appreciate 


this. It’s a handsome — of furniture 
when closed: a combination drawing 
table — tabouret when open. There are 
roomy storage drawers for paper, draw- 
ing board, ee: . ashelf for bottles 
and colors... a 31” x 42” table- -top that 


adjusts to any angle. A life-time gift at 
$90.00 


ART DIRECTOR 
LAYOUT PENCIL 
| ropels and repels—takes 
tandard, heavy layout 
leads. 
‘ou don’t have to be 
n art director to a 
reciate this smooth- 


riting, easy-han- 
ing ncil. 
ift if you’re in the 


arket tor one that’s 
apressive, inexpen- 
ve, useful. 


14 kt. gold filled $7.20 
Sterling silver 7.20 
Solid gold 36.00 

(tax included) 


isit America’s Largest 
Art Supply Center 


c 

| “RTHUR BROWN & BRO., INC. 
The Department Store of Art Materials" 

| © West 46th St., New York 19, N. ¥. 

| Olumbus 5-7100 

| ‘ease send me 

) MASTER DRAWING DESK... 

) LAYOUT PENCIL un.ceccccccseccsesecnf @ 

| ) FREE CATALOG OF ADVER- 

| TISING ART MATERIALS 

| 

| 

| 


Cash () Money Order [) Check 


cial public relations campaigns. 
The entire promotion is under the 
direction of John C. Pankow, di- 
rector of sales, Detroit-Michigan 
Stove Co., who is chairman of the 
national committee. 


Ehlers Comments on Coffee 


Albert Ehlers Inc., Brooklyn, is 
keeping pace with the news on 
rising coffee prices with its cur- 
rent Ehlers Jumbo Combo l¢ sale 
ads. New copy declares that the 
l¢ sale goes on, regardless of 
changing coffee prices. 


Boosts Bradley and Patterson 


S. K. Bradley, eastern district 
sales manager, has been named as- 
sistant director of Multiwall bag 
sales for Union Bag & Paper Corp., 
New York. J. J. Patterson, Multi- 
wall sales representative, has been 
appointed to succeed Mr. Bradley. 


Goulden Joins B&B 


Win C. Goulden, formerly with 
Mutual Broadcasting System and 
the New York Daily News, has 
joined the publicity department of 
Benton & Bowles. 


Receives Trademark Grant 


Olson Radio Warehouse Inc., 
Akron, which recently filed an ap- 
plication with the patent office in 
Washington for the use of the 
trademark, Akrad, has been grant- 
ed the application and now will 
distribute a full line of radio parts 
under the Akrad trademark. 


Walker Co. Moves Oftices 


Walker Co., radio station repre- 
sentative, has moved to 
quarters at 347 Madison Ave., New 
York. 


larger | 


61 


‘UN World’ Moves 

United Nations World has moved 
to new quarters at 319 E. 44th St., 
New York, just around the corner 
from UN headquarters. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 inois 


DISPENSING | 
DISPLAYS 


Scie 


WE'LL MAKE YOUR PRODUCT 


2K CHICA 


<< the Dhow 


AT THE POINT OF PURCHASE 


We'll show you how to catch your customers at the 
red-hot moment when the cash is in their hands! 


Want details? Write us today! 


SHOW PRINTING COMPANY 
In point-of-sale advertising 


2639 N. KILDARE AVENUE e CHICAGO 39, ILLINOIS 


Representatives in all major cities 


ee. 
COUNTER © 
DISPLAYS | 


Your product is well made, well distributed, well advertised 
in national media. It’s a natural best-seller. But there’s no 
sale, no profit, till the cash register rings. And people are funny 
about their money. People need just the right push at just 
the right time. 

We know products and we know people. We know how to 
bring them together with point-of-purchase displays that 
don’t miss—unique, arresting displays that steal the show and 
coax the cash onto the counter. 

We’ve been doing it for other manufacturers since 1902, 
and we can do it for you. Give us a sales problem and we'll 
take it from there—all the way from ideas and planning to 
production and distribution. 


SIGNS & 
DISPLAYS 
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Outlines Method 
of Guarding New 
Copy, Ad Ideas 


‘Wanton Piracies,’ Legal 
Battles Can Be Avoided, 
Albert Gray Points Out 


New YorK—Copy, layout or 
concrete advertising ideas or plans 
may, when published, be readily 
brought within the protection of 
the copyright law, according to 
Albert W. Gray, long a student 
of advertising law. 

The danger of the piracy of 
ideas, he points out, lies more fre- 


covered from ceast te coast. Photos with 
facts and figures for advertisers and editors. 


SI Write for booklet ck 


38 PARK PLACE, WEWARK 2." - 


quently in that no-man’s land be- 
tween completion of the art or 
copy, or the expression of an idea 
in concrete shape, and its publi- 
cation, when protection of the 
Copyright Act may be invoked. 

This in-between ground is be- 
set with nuisance and blackmail 
suits and the “wanton piracies” of 
authors, artists and idea origina- 
tors, he says. An action in Cali- 
fornia last year resulted in a $25,- 
000 verdict for an author for pir- 
acy by RKO Radio Pictures, and in 
another similar action a $35,000 
verdict went against CBS. 


e As a consequence, agencies and 
radio stations generally have 
adopted the policy of refusing to 
examine unsolicited ideas that are 
submitted to them or else, before 
so doing, insisting upon a release 
from the author or owner to- 
gether with the right to decide on 
the originality of the material and 
the use to which it may be put, 
and to determine the amount to 
be paid as compensation. 

The second section of the Copy- 
right Act suggests the means of 
protecting this property right of 
the owner of an unpublished idea 
or advertising layout that lies out- 
side that law: 


Watch School Construction ! ¢= 


Here’s the Story on Contract Awards 
for Educational Buildings: , 


1946 $ 216,000,000 


1947 
1948 
1949 


439,000,000 
806,000,000 


1,050,000,000(est.) joe 
C=) 


VW rite for “It Takes a Lot 
tof People to Plan a School” 


{The American School Publishing Corp. 


-470 Fourth Avenue, New York 16, N. Y. 


“Nothing in this title shall be 
construed to annul or limit the 
right of the author or proprietor 
of an unpublished work, at com- 
mon law or in equity, to prevent 
the copying, publication or use of 
such unpublished work without 
his consent, and to obtain damages 
therefor.” 


ws In the decision of a case involv- 
ing this sort of piracy, first pub- 
lished a few weeks ago, the federal 
court pointed out that the author 
of a literary work or idea was en- 
titled to protection irrespective of 
copyright. The copyright statute, 
said the court, merely established 
the author’s right to protection as 
of the date of the copyright regis- 
tration. The basis of this principle 
of law “is the right of everyone to 
the fruit of his labor” (Schwartz 
vs. Universal Pictures Inc., 85 Fed. 
Suppl. 270). 

The right of an author or owner 
to the protection of an unpublished 
work or idea, according to a Cali- 
fornia decision last year, is the 
sole right to determine by whom, 
when, where and in what form 
such property or idea shall be 
used (Golding vs. RKO Pictures, 
193 Pac. 2d 153). 

In the state of Washington an 
advertising agency was asked by 
the Century Brewing Association 
to plan a merchandising campaign 
for the sale of beer. Among the 
slogans submitted by the agency 
was: “The Beer of the Century.” 


ws The brewery placed its adver- 
tising contract with another 
agency. Shortly afterwards this 
slogan was featured by the same 
advertiser in an extensive selling 
campaign. In the suit brought by 
the agency for the recovery of the 
value of its services, the jury’s 
award was $7,500. This was af- 
firmed on appeal, with the com- 
ment by the appellate court that 


No time out for intermission 


CONTINUITY. Yes, it’s a continuous 
performance. General Outdoor 
builds product identification and 
consumer acceptance twenty-four 
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available. Send for complete infor- 
mation today. General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Lllinois. 


COFFEE OFFER—5,000 Washington area 
residents mailed strips from two pounds 
of Wilkins coffee plus $2 during the first 
31 days that John H. Wilkins Co. offered 
these $4.95 Cory coffeemakers. In addi- 
tion to space in the Washington Star, 
Times-Herald, Post and Afro-American, 
the budget included spots on six radio 
stations and TV spots. The agency is Lew- 
is Edwin Ryan, Washington. 


there had entered into the concep- 
tion of this slogan years of train- 
ing as necessary for this creative 
skill as for the training of a doc- 
tor or lawyer (Ryan & Associates 
vs. Century Brewing Ass’n, 55 
Pac. 2d 1053). 

It was pointed out here, how- 
ever, that such an idea as was 
represented by the slogan, “The 
Beer of the Century,” or any other 
similar advertising idea, can have 
only a restricted disclosure, else 
the author loses his right of owner- 
ship since a general and unre- 
stricted disclosure is the equiva- 
lent of a publication where, ex- 
cept for copyright, the owner’s 
property right vanishes with the 
passing of the idea or creation in- 
to the public domain. 


a “The agency,” said the court in 
relation to this “Beer of the Cen- 
tury” slogan, “being the originator 
of the idea and it being a novel 
one to which it had a property 
right and the disclosure being to 
the (advertiser) alone and being 
strictly limited and coupled with 
a warning that a violation of its 
property right therein would sub- 
ject the violator to liability, there 
was no such disclosure as would 
under the law destroy the (agen- 
cy’s) property right in the idea. 


If it were held otherwise, the mere 


offer to sell would destroy the 
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thing offer 


Further, such an idea or schem: 
must have two essential features 
(1) the idea must be concrete, no 
a mere abstract suggestion, and 


(2) the idea must be novel or 


new. Owing to the difficulties o 
enforcing such rights, courts hav: 
uniformly refused to assume the 
protection of property in idea 
when such ideas have not been re- 
duced to concrete form (Stone vs 
Liggett & Myers Tobacco Co., 2: 
N.Y.S. 2d 210). 

In the celebrated Chesterfiel< 
cigaret case, the agency submitted 
to Liggett & Myers Tobacco Co. a 
concrete idea for a layout in the 
advertising of its product; two 
well-groomed men engaged in con- 
versation, one extending to the 
other a package of cigarets, say- 
ing, “Have one of these,” and the 
other replying, “No, thanks, | 
smoke Chesterfields.” 


a The advertising idea was not 
accepted by the cigaret manufac- 
turer. Two and a half years later 
the slogan, “I’ll stick to Chester- 
fields,” was featured in a nation- 
wide advertising campaign of that 
company. Sustaining the judgment 
recovered by the agency against 
the advertiser, an Indiana court 
laid down this principle of law: 

“While we recognize that an ab- 
stract idea as such may not be the 
subject of a property right, yet, 
when it takes upon itself the con- 
crete form which we find in the 
instant case, it then becomes a 
property right subject to sale. Of 
course, it must be something novel 
and new; in other words, one can- 
not claim any right in the multi- 
publication table” (Liggett & Myers 
Tobacco Co. vs. Meyer, 194 N.E. 
206). 

Restrict the disclesure of un- 
copyrighted advertising material 
or ideas to the few who are inti- 
mately concerned, Mr. Gray ad- 
vises, and restrict the disclosure 
of advertising ideas or concepts 
to those that are in definite and 
concrete shape and form. By so 
doing, he explains, the owner or 
author has the protection of his ex- 
clusive ownership that is afforded 
him by the federal Copyright Act 
upon publication. 


Wood Appoints Hill 


Lyman L. Hill has been named 
western division manager in charge 
of the Chicago office of A. J. Wood 
& Co., research. 
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L. A. Papers’ Food 
Study Insists ‘All 
Weather Is Local’ 


Los ANGELES—Most national 
food advertising is geared to sea- 
sonal climate extremes which are 
non-existent in Los Angeles, the 
recently completed study, “Los An- 
geles—The All Year Food Market,” 
reveals. 

Made by the research founda- 
tion of the Los Angeles Newspaper 
Publishers Association, the study 
is based on U. S. Weather Bureau 
data and food sales figures from 
monthly grocery inventories con- 
ducted by newspapers in nine 
trading areas. 

Objective of the study is to fo- 
cus the attention of food adver- 
tisers On weather, consumers and 
sales in Los Angeles. It points out 
“the all-season consistency in food 
sales potential in Los Angeles as 
compared with localities with less 
favorable all-season weather con- 
ditions.” 


s Adapting the slogan of the Bu- 
rau of Advertising, ANPA, “All 
Business is Local,” it is observed 
that “All Weather Is Local,” that 
climate has been the chief de- 
termining factor in the develop- 
ment of the individual character- 
istics of trading areas, and that 
successful retailing is in direct 
ratio to favorable shopping wea- 
ther. 

Markets covered in weather and 
sales comparisons include Boston, 
Cincinnati, Los Angeles, New York, 
St. Louis, San Francisco, Toledo, 
Washington and Winston-Salem, N. 
C. Thirty-five grocery classifica- 
tions were covered in correlating 
sales and temperature ranges. 

Stressed are the favorable shop- 
ping conditions in Los Angeles due 
to such factors as a high propor- 
tion of clear days and hours of sun- 


KEY 10 PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
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most effectively. 
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shine, the long hours stores remain 
open, and the wide use of automo- 
biles for grocery shopping. 


ws Monthly sales of each grocery 
classification as recorded in Los 
Angeles are correlated to monthly 
advertising dollar expenditures 
pro-rated to the area. No indi- 
vidual brand performances are 
depicted; charts show records on 
total classifications only. 

The Los Angeles monthly gro- 
cery inventory is jointly spon- 
sored by the Daily News, Exam- 
iner, Herald Express and Times. 
Reports and special studies are 
available to food manufacturers 
and agencies. 


Remington Shaver Promoted 


The Shaver division of Reming- 
ton Rand Co., Bridgeport, Conn., 
has launched a new campaign for 
its diamond honed Remington 
Contour De Luxe electric shaver 


with a full-page, four-color ad in 
The Saturday Evening Post for 
Nov. 5. Present media plans call 
for additional pages in Esquire, 
Fortune, Holiday, Look, National 
Geographic, The Saturday Even- 
ing Post and Varsity, plus 400-line 
advertisements in newspapers from 
coast to coast. Leeford Advertis- 
ing Agency, New York, handles 
the account. 


Doner Names Gorfinkle 


Bettina L. Gorfinkle, formerly a 
divisional advertising manager re- 
sponsible for all fashion advertis- 
ing of Abraham & Straus, New 
York, has been named account 
executive and fashion coordinator 
in the Chicago office of W. B. 
Doner & Co. 


To Marschalk & Pratt 


Howard L. Cordery, former ex- 
ecutive producer of Nasht Produc- 
tions, has been added to the tele- 
vision department of Marschalk & 
Pratt, New York. 


Washington Bar 
Association Opens 
Advertising Drive 


WASHINGTON—With appropriate 
dignity—but obvious determina- 
tion—the Bar Association of the 
District of Columbia last week 
joined the ranks of legal associa- 
tions using advertising to remind 
the public of the importance of 
consulting a lawyer. 

The first of a series of 300-line 
ads in local newspapers advised 
the public, “In your everyday 
problems, when you make a con- 
tract, prepare tax returns, make a 
will, organize a business, buy or 
sell your home, adopt a child, con- 
sult your lawyer first...He is 
trained for your protection.” 

The series by the bar associa- 
tion here is patterned after copy 
used by bar associations in a score 


or more other communities in re- 
cent months in an effort to hold 
on to the legal work which has 
been absorbed by real _ estate 
agents, banks, insurance companies 
and others. They stress the “pre- 
ventive medicine” value of law- 
yers’ help. 

The series here is planned on a 
weekly basis through June, with a 
break for the Christmas and New 
Year holidays. Henry J. Kaufman 
r& Associates, Washington, is the 
agency. 


Republishes Magazine 

Sales Scrap Book, which was 
published for several years before 
the war, will again be published, 
starting Nov. 15. The publication, 
with a pocket-size format, will be 
published monthly and will be di- 
rected to salesmen. Harris W. C. 
Browne, editor and publisher of 
the National Lithographer, is edi- 
tor and publisher. Offices are lo- 


cated at 11 Park Pl., New York 7. 


TO COVER— 


WINE 


a rich, distinctive color is back 


in the BUCKEYE Cover line. 


born Eloise Sahlen are the delight of 
A favorite model for top-flight 


MOUS COVER GIRLS 


frologsoped  Uinedel Ponkl 


The lovely smile and flawless features of Michigan- 


artists and photographers. 
illustrator Coby 


Whitmore, Eloise’s smiling likeness may be - 
frequently seen in his work. Eloise has a 
“model” husband, has enjoyed jobs on location with 
him in Bermuda and Hawaii. She has posed 
for many national magazine covers, 
including REDBOOK, THE WOMAN, 
and COSMOPOLITAN. 


FAMOUS COVER PAPERS 
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Color that catches the eye, texture that is pleasing to the 


touch, quality that assures long wear—these are the ingredients 
that make BUCKEYE and BECKETT COVERS the 


first choice of admen and printers everywhere. 14 colors, 9 finishes, to 
choose from in the BUCKEYE line; 11 colors, 9 finishes in the 
lower-priced but attractive BECKETT line. New sample books now ready. 


THE BECKETT PAPER COMPANY 
Wtakers of Good Vapor in Hfamillon, his, Since 1848 
IF YOU WANT YOUR CATALOGUE—OR ae 
BOOKLET—TO BE READ FROM COVER 
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Cole Agency Moves Oftices 


L. C. Cole Co., San Francisco 
agency, has moved to new quar- 
ters at 503 Market St. The agency 
will occupy an entire floor in the 
building. 


Gets Resort Account 


Squaw Valley Ski Resort, near 
Lake Tahoe, has appointed Boone, 
Sugg, Tevis & Walden, San Fran- 
cisco, to direct an advertising and 
publicity campaign. 


SIGHS OF LONG LIFE 

FOR QUANTITY BUYERS 

THE ARTKRAFT® SIGN CO. 
Division of 


< / oy Ag ey Sa 
900 Kibby $+. Lime, USA 


Direct Mail's ‘Best’ Gets 
Lined Up for Tour 


The Direct Mail Advertising As- 
sociation is preparing travel sched- 
ules for exhibits of the 112 win- 
ning direct mail campaigns in its 
1949 Best of Industry contest. Ad- 
vertising organizations, business 
and educational groups and others 
interested may secure exhibit dates 
by writing to DMAA headquarters, 
17 E. 42nd St., New York 17. 

Shipping costs are the only ex- 
pense to exhibitors. 


Nelson Chesman Names Two 


Mrs. Vivian McGaughy Gardner 
has been named radio script writ- 
er and program director of Nelson 
Chesman Co., Chattanooga. Hanna 
E. Sayers has joined the agency 
to do copywriting and handle pro- 
duction. 


WMT is the new oracle 
of Delhi (IOWA) 


aad F 
. 
. 


... and The Word goes out, loud and clear, from 
one end of WMTland to the other: Get a load of 
WMT, for entertainment (exclusive CBS program- 
ming for the area), and information (AP, UP, INS 
news plus local correspondents throughout Iowa). 


Delhi and the rest of the 1058 communities within 
WMT’s 2.5 mv line make up an important part of 
the important Iowa audience (whose per capita 
income hit $1,491 in ’48, up 33% over ’47 and 68% 
since the end of the war!) You needn’t consult an 
oracle about reaching the prosperous Eastern Iowa 
audience. Use WMT. The Katz man has full details. 


* Note to purists: We know the ancient oracle 
was at Delphi, not Delhi. How close can you get? 


CEDAR RAPIDS 


5000 Watts 600 K.C. 
COLUMBIA 


Day & Night 


BASIC NETWORK 


"Market Factor’ 
Is Isolated by 
Research Group 


MetucHen, N. J.—Community 
Research Bureau has introduced a 
new “market factor,” the produc- 
tive advertising rate, in its latest 
study on weekly newspapers cir- 
culating in non-city markets. 

Issued as a 12-page report, the 
study was made in cooperation 
with American Weekly Newspa- 
per Publishers Council and with 
supplementary advice and counsel 
from Markets and Media Research 
Advisory Board, headed by T. Nor- 
man Tveter, vice-president and di- 
rector of media, Erwin, Wasey & 
Co. 


es Evaluating 441 non-daily news- 
papers of North and South Caro- 
lina, Virginia and West Virginia 
in its report, the bureau used a 
four-point formula for rating each 
publication. The formula appraised 
reader interest, as determined by 
local news and advertising con- 
tent; the evaluated circulation, 
based on Audit Bureau of Circu- 
lations reports or sworn post of- 
fice statements checked with the 
Post Office Department; the na- 
tional advertising rate as inter- 
preted in terms of the cost per inch 
per 1,000 of evaluated circulation; 
and the productive advertising 
rate. 

The productive advertising rate 
was defined as a new market in- 
dex figure which interprets the 
rate in terms of money reached, or 
the cost of one inch of advertising 
to reach a $1,000,000 in spendable 
income by the families actually 
covered. 


ws Total scores were merged into 
over-all ratings designated as 
AAA, AA, A, B, and C. Papers of 
each state were rated against 
standards the papers set for the 
state, and approximately 20% of 
the publications fell into each of 
the rate brackets. Papers in the 
top half of the AAA group were so 
designated by a plus sign follow- 
ing the rating. 

Advertisers will be able to com- 
pare costs with potential results 
from the study. The average AAA 
paper in the four states has an 
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The Eye and Ear Department 


When “The Second Mrs. Burton” gives way to Perry Mason at 
approximately 2:15 on CBS, the listener—within the space of a 
few minutes—is pelted with four commercials. First comes a plug 
on Jell-O—the new Jell-O rice pudding, that tastes “just like 
home-made.” He is just rising, at the count of nine, when he 
suddenly gets socked with another commercial for Satina. Strug- 
gling valiantly to his feet following that one, he gets a hay- 
maker on Swans Down. These General Foods people don’t even 
take the time to retire to a neutral corner. 

We said four though, didn’t we? And that’s only three. Well, 
right on top of Swans Down he gets a one-two on S. O. S.—an 
appropriate name at that time, even if it does stand for a clean- 
er. How a housewife manages to keep all these messages sep- 
arately stored in her glossy little noggin is more than this re- 
viewer can understand. Even on the platter programs she gets 
an interlude of at least three minutes between commercials, the 
while Vaughn Monroe bellows through a new number or Frankie 
Sinatra suffers through an old one. 

Granted that one company, with a number of products, can 
distribute the financial strain of a 15-minute program by the use 
of multiple plugs, does he get his money’s worth in memorabil- 
ity? Or do a number of soap-opera goers wind up making an 
S. O. S. pudding, ironing the clothes with Jell-O, baking a cake 
with Satina and using Swans Down to scrub the pots and pans? 


evaluated circulation of 3,556 and 
an inch rate of 56¢, giving it a cost 
per inch per 1,000 of 16¢ and a 
productive rate of 5.3¢ per inch of 
advertising to reach families with 
a total spendable income of $1,000,- 
000 per year. 


ws The average paper in the four 
states has a circulation of 1,875 
and an inch rate of 49¢. For reach- 
ing families with the same total 
spendable income the cost per inch 
per 1,000 evaluated circulation 
amounts to 26¢ and gives a pro- 
ductive rate of 12.7¢ per inch of ad- 
vertising. 

Papers in other than the three 
“A” rated groups have an average 
circulation of 1,065, compared with 
3,556 for the AAA group, and a 
cost per inch per 1,000 rate of 43¢, 
compared with 16¢ for the top 
group. Variation in the productive 
rate is more pronounced, with low- 
er bracket papers costing 18.9¢ 
compared to the AAA average of 
5.3¢ per inch of advertising to 
reach families spending $1,000,000 
annually. 


w The study presents each news- 
paper individually with the gen- 
eral rating, the circulation, and the 
national advertising rate. Papers 
are listed both alphabetically and 
by counties. 


A picture of the non-city mar- 
ket (cities under 10,000 popula- 
tion) for each of the four states 
is given with the number of non- 
city families, total income for non- 
city families and the total annual 
retail purchases, both in city and 
non-city stores for non-city fami- 
lies. 

State totals are listed for the 
same factors. 


Offers Pictorial Map 


Crocker First National Bank of 
San Francisco, through Doremus 
& Co., San Francisco, has pre- 
pared a pictorial map of the city 
and county of San Francisco, with 
a brief review of the personalities 
and places of interest. Copies are 
available from the bank upon re- 
quest. 


Woburn Machine to Frost 


Harry M. Frost Co., Boston, has 
been appointed to handle the ad- 
vertising of Woburn Machine Co., 
Woburn, Mass., manufacturer of 
tanning machinery. Trade publica- 
tions will be used. 


Pratt Appoints Newlin 


E. P. Newlin, formerly with 
WWSW and WPGH in Pittsburgh, 
has been appointed an account 
executive of the newly formed 
Russell Pratt Advertising, Pitts- 
burgh. 


THE AMERICAN 


MAGAZINE 


iEGION 
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*+Through the distribution of 
National Service Life Insurance Refunds. 
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READ WHAT JOHN H. KELLY, VICE-PRESIDENT 
OF EMERSON DRUG HAS TO SAY ABOUT 
SELECTING MASS MAGAZINES... 


“Editorial Appeal—with what other ingredient can magazines hope to reach 
the and satisfy the various reading tastes of the American people? 


“At the Emerson Drug Company our policy is to be responsive to public 


tastes. 
; of 
nus “In the Popular Group we buy fiction because it is specialized for the 
vi vast market for whom fiction has appeal. 
ies “We expect the Popular Fiction Group will continue to play a strong part 
4 in our Bromo-Seltzer advertising campaign.” 
DON’T OVERLOOK THE FICTION APPROACH TO THE MASS MARKET... 
- There are eight basic magazine avenues to the mass market. Each is based 
~o., on a psychologically sound and time-proven editorial appeal...the attrac- 
of tion of different types of reading matter for different people. ¢ Success- 
ad ful advertisers like Emerson Drug know this. ¢ Fiction is one of these . 
basic editorial appeals. And the POPULAR FICTION GROUP. . . 100 
percent fiction, cover to cover . . . is the recognized fiction leader. This 
is a demonstrable fact . . . witness 2,150,000 (guaranteed) men and 
unt women stepping to newsstands all over America to buy a Popular 
~ title . . . without a promotion push of any kind! e¢ Yes, this is the 


responsive, all-fiction audience you can buy each month in Popular 
— . .. at $1.20 per page per thousand, B & W! 


HOW TO SAVE TIME AND MONEY 
SELECTING MASS MAGAZINES 


New booklet shows you how to classify the 57 publications with a million 
or more circulation by editorial appeal. Explains why they do not repre- 
sent 57 differert markets but actually fall into 8 basic avenues of reaching 
the same market. Tells you what leading advertisers are buying magazines 
this way. Write for your free copy of, “The 8 Magazine Avenues to 
the Mass Market." 


ONE OF THE 8 BASIC WAYS TO GO TO MARKET... 
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Popular 


FICTION 
Group 


MAGAZINES OF ADVENTURE, ROMANCE, 
MYSTERY, SPORTS, RAILROADING, 
DETECTIVE AND WESTERN TALES. 


4 ‘05 EAST 42ND STREET, NEW YORK 17, N.Y. * 333 NO. MICHIGAN AVE., CHICAGO 1, ILL. * 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. * 617 MONTGOMERY ST., SAN FRANCISCO, CALIF. 


Prepared by Royal & deGuzman 
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66 
James D. Woolf Talks... 


Salesense in Advertising 


Registered 


successes. 


Head or Heart Appeal? 

Advertising that sells reaches 
for the consumer’s pocketbook 
through, primarily, either his head 
or his heart. 

Of course, no advertising appeal 
is 100% one or the other. The 
heart and the head collaborate 
amiably (but sometimes quarrel 
violently) each time a man makes 


ELE OEE 
1t3a 
FACT. 


IMPLEMENT & TRACTOR 
provides the leading dealer- 
jobber circulation in the farm 
equipment field. 


IMPLEMENT & TRACTOR 
has the highest subscription 
rate. Its readers pay more be- 
cause I & T’s 10 exclusive 
editorial features and business 
services are not duplicated by 
any other farm equipment 
publication. 


IMPLEMENT & TRACTOR 
is the only publication in its 
field to win the “Pulitzer 
Prize of Industrial Journal- 
ism’. Twice, | & T received an 
Industrial Marketing award 
for editorial excellence. No 
other farm equipment pubh- 
cation has ever been awarded 
this honor. 


IMPLEMENT & TRACTOR 
carries the leading advertising 
volume—proof of its superi- 
ority in the farm equipment 


field. 


IMPLEMENT & TRAC. 
TOR’s leading dealer-jobber 
coverage, highest subscription 
rate, proven superiority and 
leadership in advertising vol- 
ume make it the farm equip- 
ment industry's basic publi- 
cation. 


ere 


——TMPLEM 


ENT 


James D. 
former vice-president 
Thompson Company, 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


Woolf, famed copywriter and 
of J. Walter 
is writing this 


a decision to exchange his hard- 
won money for an article of mer- 
chandise or a service. But in most 
instances one of the two appeals 
plays the dominant role. 

The “heart approach” I shall de- 
fine here as the Emotional Appeal, 
the “head approach” as the Intel- 
lectual Appeal. These are loose 
definitions, to be sure, but their 
connotations are clear. 

My readers have seen what an 
emotional appeal did some years 
ago for Listerine. Even her best 
friends wouldn’t tell the sad and 
wistful girl why she sat alone in 
a corner at dances and parties. The 
reason, of course, was halitosis, but 
an “intellectual” dissertation on 
this affliction, its cause and its 
scientific correction, such as one 
might find in a medical journal, 
was given secondary place in the 
copy. 


Heart Tug Sells Pianos 


Some years ago, a New York de- 
partment store had too many cheap 
pianos. “Intellectual” appeals to 
the head—copy that told in reason- 
why detail about the merits of the 
piano, its construction, its beau- 
tiful finish, its sweet tone, its low 


price, etc.—failed to make sales. 

Then one morning a full-page 
newspaper ad displayed this head- 
line: “Make Your Daughter A 
Lady.” The copy said that music 
was the soul of culture, that ability 
to play the piano was the acme of 
social finish, the secret of popu- 
larity. Then followed factual cc py 
about the piano itself, what a fine 
value it was. Twenty-four hours 
later, it is said, every piano was 
sold. 

In contrast to the Listerine emo- 
tional appeal, consider “Which 
Twin Has the Toni?” No space 
in this advertising is given to emo- 
tional pictures—for example, 
moon-struck boy worshipfully 
stroking moonlit hair of gorgeous 
gal. No, the appeal here is to the 
intellect. Why be so foolish, in ef- 
fect argues the copy, to pay nearly 
half a week’s wage to a beauty 
parlor operator when you can 
have a Toni at home for a fraction 
of the cost? Look, reasons the »opy, 
here are twins, and you can’t tell 
which one has the professional 
hair-do and which one has the 
Toni. 

A great deal of testimonial ad- 
vertising with an “intellectual” 
slant is being used successfully. 
Cigaret advertising, for instance. 
Noted throat specialists, making 
weekly examinations, report not 
a single case of throat irritation 
due to smoking Camels. Tobacco 
auctioneers, who know tobacco 
best, testify that Luckies buy, sea- 
son after season, prime, ripe, fine, 
golden leaf. 


We Ape Our Betters 


There appears to be ample evi- 
dence that the great mass of or- 
dinary people tend to respect the 
judgment and ape the conduct of 
the expert, knowledgeable indi- 
vidual. It is my notion, as I have 
already suggested in these ccl- 


EVERYONE CAN GET INTO THE ACT 


Topflight talent scouts eager 
to arrange trials 


FEG.U & PAT OFF 


TOPFLIGHT TAPE CO. 


THIS PICTURE shows a very typical 
scene, It has been re-enacted more 
than a million times in this and simi- 
lar versions in the last two years. 
The principal character is a sales- 
man, and it has been portrayed by 
heads of firms, by top advertising, 
sales and merchandising executives, 
by regional, district and local field 
men of thousands of companies. 


THIS SCENE is a local retail outlet, 
food market, drug store, tap room, 
hardware store - any retail outlet. 
For scenery-shelf edges where mer- 
chandise is displayed, backs of cash 
registers, display space on pillars, 
mirrors, counters, (any space where 
customers’ eyes will be focused, and 
which can not be used for any other 
purpose). Selection of scenery can be 
spot determined, 


THE PRINCIPAL PROP isaroll of Top- 
flight Tape which is imprinted with 
a sales message to meet the eye of 
buyers (who are the extras who chance 
upon the stage setting). This roll of 
tapeisina lightweight dispenser which 
can be carried in any coat pocket. 


THE PLOT is to stimulate more im- 
pulse buying by placing eye-reminder 
advertising at the point of decision 
where purchases are made. 


While production runs of this playlet 
are breaking records, there are many 
places where it hasnot appeared. Why 
not get into the act and get a starring 


role. Write for more information. 
TOPFLIGHT TAPE COMPANY 
YORK PENNA 
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umns, that the retail advertiser 
could make more frequent and ef- 
fective use of testimonials. Why 
not a “Men of Distinction” cam- 
paign for a bank, or for a sporting 
goods store, or a laundry? If the 
testimony of successful men will 
sell whisky, it ought to sell the 
beautiful laundering of one’s shirts, 
or services of a bank, or rods and 
guns. 

In every community, small or 
large, there live certain looked-up- 
to families whose example is imi- 
tated by the common run of their 
neighbors. 

Do you want to prove to your 
community, prove intellectually, 
that wise, sensible, thrifty families 
deal with you? Then consider us- 
ing the testimonial approach just 
suggested. It will also have the 
added strength of an emotional tug 
at the heart. There is no question 
but that the appeal of glamorous, 
interesting, important people is 
one of the most potent forces in 
advertising and selling. 

Which should you employ in 
your advertising—the emotional 
or the intellectual appeal? Are 
there any guideposts, any princi- 
ples to take into account? This is 
a hard question to answer dog- 
matically, and I shall not attempt 
it. But it has always seemed to me 
that one most important considera- 
tion is this: 


An Important Consideration 


If your product or service or bus- 
iness caters to a fully recognized 
consumer need, the _ intellectual 
appeal is indicated. There is, let 
us say, a large and active demand 
for the kind of thing you sell (just 
for example, automobiles). It is 
therefore the first job of your ad- 
vertising to persuade people that 
what you offer will give them 
more for their money than what 
your competitors offer. 

But let us suppose the thing you 
deal in does not enjoy an active 
and voluntary large demand (for 
example, life insurance). In this 
case it is the job of your a/ver- 
tising to make more people want 
more life insurance—and to do this 
you may have to appeal to their 
emotions. 

Generally speaking, there are 
two kinds of products and services: 
(1) necessities that people cannot 
get along without: sugar, flour, 
soap, basic clothing, roofing, heat- 
ing, transportation, etc.; and (2) 
non-necessities, luxuries 1nd semi- 
luxuries: encyclopedias, air trave:, 


foreign travel for pleasure, cost] y 
perfumes and cosmetics, Odo-r: - 
no, Mum, cold storage lockers, 
Postum, Sanka, Ac’cent, pianvs, 
organs, cameras, sailing and power 
boats, Florida and Palm Springs, 
fine furniture and first editions. 

The terms “head approach” and 
“heart approach” as used here ap- 
ply largely to the main illustr:- 
tion and headline, that all-im- 
portant opening part of the adver- 
tisement which must seize the ai- 
tention and capture the interest of 
the reader. 

The emotional appeal in every 
instance should be backed up, in 
the body of the text or radio com- 
mercial, with reason-why factual 
material. If yours is a soap that 
will give her “A Skin You Love 
to Touch,” somewhere in the copy 
TELL WHY. Facts persuade, con- 
vince, sell. 


Dairy and Fig Groups Plan 
Special February Campaign 


Joining the California Fig In- 
stitute in its annual promotion, 
American Dairy Association and 
leading fig cookie bakers will push 
fig cookies and cherry-vanilla ice 
cream as a combination next Feb- 
ruary. The joint promotion will in- 
clude four-color magazine inser- 
tions, newspaper advertising, tie- 
in publicity and point of sale ma- 
terial. 

During February, California Fig 
Institute will run: half-page, four- 
color ads in The American Weekly 
and This Week Magazine, and the 
American Dairy Association will 
run similar ads in Better Homes & 
Gardens, Ladies’ Home Journal 
and Look. All ads will feature the 
same illustration of the combina- 
tion being promoted. Several of 
the baking companies using na- 
tional magazines also will tie in. 


Cluett, Peabody Names 
Bacchi to Merchandise Post 


Cluett, Peabody & Co. New 
York, manufacturer of Arrow 
shirts, has appointed E. A. Bacchi, 
merchandise manager of sport 
shirts and handkerchiefs, as gen- 
eral merchandise manager, effec- 
tive Jan. 1. Mr. Bacchi will succeed 
Robert L. Palmer, vice-president 
in charge of merchandising, who 
will join Waterville Textile Mills. 


WRTV Signs Utica Brewing 


Utica Brewing Co. has signed to 
sponsor the evening’s news at 
6-6:10 p.m., Monday through Fri- 
day, over WKTV, Utica television 
station, starting Dec. 1, when the 
station is scheduled to begin op- 
erations. 
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sell ’em to the man who BUYS ’em! 


When you advertise in Haire Specialized Mer- 
chandising Publications, your selling message 
heads straight for the desks of men and women 
interested in buying your product. Gets there 


the MEWAG ECG BE Specialized Merchandising Publicat 


HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANS 
CROCKERY ANO GLASS JOURNAL * LINENS ANO DOMESTICS * ©‘ 
ANO UNDERWEAR REVIEW * INFANTS’ @ CHILOREN’S REV!! © 
HANDBAGS ANDO FASHION ACCESSORIES 
GOCDS * NOTION & NOVELTY REVIEW * COSMETICS & TOILE 


HAIRE PUBLISHING COMPANY +1170 BROADWAY + NEW YORK 1, NEW ¥ 


—gets read there too—for men and wom ° !" 


each merchandising field consistently bu 
read the Haire Publication that report: 
trends and developments in that specifi 
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Grade Labeling 
May Boost Ads, 
Says Miss Coles 


New YorK—There seems to be 
plenty of opportunity to use ad- 
vertising with grade labeling, Jes- 
sie V. Coles, University of Cali- 
fornia, concludes in a new book 
on “Standards and Labels for Con- 
sumers’ Goods,” published by Ron- 
ald Press Co. 

Discussing the controversial is- 
sues involved in grade labeling, the 
California author declares that 
there is no evidence that advertis- 
ing has decreased with the use of 
standards and grade labeling either 
in Canada or the U.S. In fact, she 
continues, “it is even possible that 
widespread grade labeling leads 
producers to spend more on adver- 
tising to reinforce the effect of 
brand names on consumers and 
to acquaint them with quality 
grades.” 

Citing studies completed several 
years ago, Miss Coles also declares 
that “it does not seem as if pro- 
ducers of reputable products need 
to worry about the effect of grade 
labeling on their advertised 
brands.” 


s One of the studies, she recalls, 
showed that the majority of house- 
wives thought advertised brands 
of specific foods were highest in 
quality, and it was indicated that, 
even with mandatory grade label- 
ing, “the combination of a good 
product plus convincing and force- 
ful advertising would continue to 
keep leading brands where they 
are now.” 

The second study, she says, indi- 
cated that consumer interest in 
grading and in advertising “‘are not 
incompatible.” 

Grade labeling, she contends, 
“helps to make freedom of enter- 
prise actually free,” adding: “Al- 
though many producers no doubt 
honestly believe that grade label- 
ing is impracticable and that con- 
ditions today do not warrant its 
use, some sellers who depend upon 
sales promotion activities to take 
their goods out of a true competi- 
tive market do not want to com- 
pete on the basis of price and 
known qualities. Moreover, they 
rely upon the ignorance of the 
general public as to how the sys- 
tem of free enterprise actually 
works to scare them into believing 
that grade labeling destroys free- 
dom of enterprise!” 


® Quality did not depreciate with 
compulsory grade labeling in Can- 
ada, Miss Coles writes. The gen- 
eral tendency, s}e says, is to im- 
prove quality. Grade labeling may 
be expected to affect prices in 
different ways, depending upon 
ER costs of grading, etc., she 
ads, 

There seems to be no reason to 
believe that grade labeling is detri- 
mental to producers, the author 
declares, “except, of course, to 
those who are hoodwinking the 
public, misrepresenting their goods 
to consumers, or actually practic- 
ing fraud... Honest and fair pro- 
ducers are benefited when this 
froup is forced to improve their 
pre stices or go out of business.” 

‘The book, which sells at $5, also 
dis usses consumers’ problems, la- 
S€\s, the basic concepts of stand- 
arcs and how they are used, and 
the present status of standards and 
labels for consumers’ goods in ma- 
jor product groups. 


Brown Gets Paint Account 


\ ilford Paint Mfg. Co., Milford, 
N. ‘1, maker of industrial paints 
anc enamels, has placed its adver- 
Using with Arthur F. Brown As- 
Sociates, Boston. Newspapers, trade 


THEY HAVE A DATE—Sam Briskin (left), president of Revere Camera Co., Chicago; 

Aleen Leslie, originator and writer of ABC’s “A Date with Judy,” and E. J. Me- 

Gookin, Revere’s general manager, had everything settled, when this picture was 
made, for Revere’s sponsorship of the show Thursdays, 7:30-8 p.m., CST. 


Morris to Wilding Picture 
William J. Morris, formerly with 


York, as account executive. 


First Aid Week Date Set 
The National Association of Re- 


BBDO and Biow Co., has joined|tail Druggists has designated the 
Wilding Picture Productions, New| week of May 14-20 as National 


First Aid Week. 


Display Association 
Sponsors NYU Study 


New YorK—National Association 
of Display Industries is sponsoring 
a nationwide study of display re- 
action by the New York University 
School of Retailing. 

Being prepared for Nov. 15 com- 
pletion, the study will provide a 
basis for an index of display read- 
ership in relation to the circula- 
tion of sidewalk pedestrian traffic. 

The study samples the behavior 
of sidewalk traffic in cities in the 
12 federal reserve districts, sam- 
pling a population group of more 
than 16,000,000. 

Howard M. Cowee, directing the 
study for NYU, said that results 
will include tabulations from 9 
of the 12 reserve cities. 

Albert Bliss, chairman of the as- 
sociation’s research committee, re- 
cently announced that the. study 
will be presented to the NADI 
board of directors and to the gen- 
eral membership of the associa- 
tion at meetings to be held in De- 


cember. 

A detailed report of the results 
will be made available to the dis- 
play profession and the general 
public next spring. 


‘Mid-Ocean News’ Ups Rates 


Mid-Ocean News, Hamilton, Ber- 
muda, has announced new rates. 
The r.o.p. rate Monday through 
Friday will be 70¢ U.S. per column 
inch and 85¢ U.S. per column inch 
for Saturdays. Edwin Seymour, 
New York, is its representative. 


Joins ‘Commercial News’ 


Sherman Rogers, formerly with 
L. C. Cole Co., San Francisco 
agency, has joined the advertising 
staff of the Daily Commercial 
News, San Francisco. 


AMAZING WEW 


TIME SAVER 
(OR PASTE UP 


THE SENSATIONAL NEW 
RUBBER CEMENT... MEEDS WO PAK-OP. 
“Cats fe » hime on Half “cui sam THaes 


$S RUBBER CEMENT co. 
SION. MICHIGAN AVE. CHICAGO}, ILL DEPTA 
COMPLETE LINE OF ARTISTS MATERIALS 


Publications and direct mail will 
be used, 


“Don’t send the 
sample size —“’ 


she cautions the grocer... The containers, 
standard in the urban markets, are just 
“sample size”’ to the wife of the SuccessFUL 
FARMING subscriber who cooks for a larger 
family than the city housewife, sometimes 
a hired man or two. More active, working 
outdoors, the farm family needs meals 
with more calories than city people. 

The farmer’s wife, too, has more to do 
than the urban woman... feeds chickens, 
collects eggs, cleans utensils, has larger 
washings of work clothes...and takes 
advantage of foods that save time and 
effort. She likes the large cans, jumbo 
cartons, case lots...is a better customer 
of the grocer than her urban equivalent— 
and the best prospect for food advertising. 


Topay she can afford the best of 
everything ...on the nation’s best farms 
in the fifteen Heart States...where a 
million SF subscribers have the best soil, 
largest investment in land, buildings, and 
machinery, top yields of money crops 
and top income—their grosses exceed the 
high average of the area! 

Your advertising in general media 
barely fringes this first farm market... 
Only SuccessFUL FARMING, with its 
concentrated circulation, its selective 
content and editing, its forty years of 
practical service—really reaches this rich, 
high consumption, class audience... Ask 
any SF office for the facts... SuccessFuL 
FarminG, Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 


SUCCESSFUL 


= = 
Na 


Pe ae eis ste. Se oa oY F: figs eee 9 ; i ane ee ee Sere a i are i Sai il ote sap te 8 Be en gt ER aaa ce pew po as = 
a Og ES ES inde = ee aes Me eek eS ae Pg a ea en Biipes io PES ) 2h, eee 
ao fae « he Re pe ee fe ee ae aS 3 orn ais het ay rte A cay a WF ‘pee (Tw jag af nee De Woes « ae ree a es pee 
ie ey es aie: eine Tae 5 acral ei, reamed : a eee Ree) a ps ee ae om pone he = ey Bye is cee Uae ae 
Be Pag, auc Eee Tania keegan: aga a a. = ee ee ee ee . —— 
: . ~ - Teed 
' o. Nie 
a an 
94) Advertising Age, November 14, 1949 67 se 
: 
tly pa. : ; | ; how 
ie a ae ee bs. ve | is ne 
To- ~ is ae Raita pe age te ae eee 
a oe r — onpewe~, ho ll Bra E baal — oe ; ae 
ers, F ‘ ee ee e | Pe 
WS, | gt tee er ea ‘er a e s 3 , a ; 
: a. = pnt, . = 28 . sg oe = Pate es 
wer ee ae 4 ae ae | i io) eed a ae 
Se ee ) 7 i at aes . a ae ae ee 
1g5s, i ® i oe an ee 9 ee es = 
and er a ee ¥ i 3 oF og ae a 
al- a ea: , bis | Tape ee & ri x 4 : Pee 4 ; 
7 A nn Pes : q a) ai eet a te a, 4 
u- e ” 4 ee ke ipa ae a ¢ igeey : ae Rn # she i | | 
im- fy ee ne? . tf. 4 
. ee) 7 ae ae a 
P o> ay Ae eee ~ ala ae : f 
t of a | ‘® _ Ae 7 
3 oe ‘ ee eae “3 4 ; ee. ee <4 i e 
; rice ; ‘ A ae eee a cue 
id = , “t yee ree a id ay an 
m- | Pe | | —— a . ee — 
- oS eee ee pk pee ok. ee ie 
tual ; 7 
that 
2 ae 
pve scnecencithanintaesttinmemrmcremenipeiammmamesreaaneasniaasiaiaiil Pes. 
opy . ; i 
on- pe Jott 
ae ; 
2 ee ; 
| ee ru ceos575) / | 
: ee 
In- 
_ ee i 
and ae 
jush a 
ice Be 
'eb- ‘J 
fe te ee Cc 
Ee = : . 
tle. a) ~A : ee 
ie- aga je a ad =, . —— ; 
- % ~~ ct > a a 
ma é “ : hy = H nS le “ =~ 
. ~ be . 5 ee - a me > ” : 
jur- a a 7 Bs ry sie ae egy, J 
okly . P S. 7 ‘ ~— — ~ = | 
the 5 ~ Be a 
will Cy : \ m ’ \ . “= had — pie . a . 
es & . ¢ \ ol te. " 4 f 3 
rnal ee ¢ © ~ eae : 
the a — 4 — ” oe — am “= kip 
. ey pte, 7 is eis Z oa . 
ina- oe LP, 7,8 F 4 abi ee » 
ot Ze » oe a 
na- ‘ : ne . : = 
- i - ] be ais % = 
» In, a - ‘samy —— wa oh oc 3 el 
\ abs 5 ; ° tae A= > 
be a simi, ree OO ae 2 my . 
New -— ~~. |. 2a ; ‘ 
* g " a if 
row | a oy 
. a lem: ee Ky ie ial 
echi, ar 2 
ort . »~ ' : 
gen- ‘ be P ; Dh 
'fec- d es 2 — * oe a 
ceed | [Ul 0 , co Nn . 
dent | — —se 4 Re A a 
| * ; 4 Ce ae ae ae a, 
Ms, | ~~ o f/ J \ @ eee. Me “ a 
lls. e ¥ en ” wa any -_ td ee _ Rag i. . a a : 3 ‘\ 4 go ae 
‘ Oh 7 : m ee —— 
Ge a Ln 
| 5 2 ; P aie | f 
id to " ae = ff # ty 
; at ~*~ fe ee Q a — & ; 
ision | s- — ge vical 
wii ee os eis os 
the z a) : a Besa . . Yj sae : Me . fait ey ou 
- | : g . q K i ¥ By ie a St sae ai 
2 a ts = aie eo a 
| 2, F Pest ~ 4 A, haere 
— : q bis Me aes ia. Ss ? noes % ts Tica 
ic ae — f= r. J & e ae : : a s 
2 ~h , es. a ae a 
££. Naw“ — , a ” ie &. 
fe 42  \ Ff oe Sa 
_— | oa ‘ i -— ‘a 
> ‘ & ‘ P - 
ca . Pe é ‘ 2 ae 
| A\ oe fi 2 : , =~ 4 i = te S a isa om 
, ae Nee 7 Be 
an “tet " : —- ey ao ae Ta oat. s Ey 
? Ls he - ail ‘ tee * ~, a ae. 
. a % 4 , & : hn ne i pe 
C roe h ai ‘as 
| F % ————— . > = ie  ” ae 
a il ra ™ : i, ere 
| f ey ’ ae i Pe * te - Pie ee 
Pe. ok i P j ee 
Re ya é a “ ee 
| a ve JS i ’ Pee 
} | ¥ Bh : Pd . “ hn ne eh 
i 4 / “ “we Z ia ibe 
| ee i ee. / cs 
~ : ie ® “4 , 2 a. 
a By % | ae 
‘ % : 6 Gt Ta on - 
7 : 7 e ; , tog Kg ws of Ss 
; S z ie ss . 2 é r ; 
»ain . af apr a “ : 
ee | ir ’ ee 4 : 
» and : |) a ; Oe a ; 
» ital een ae £ b 
old. i ‘ oe . 
Je yi aa ci oe 
co sine ue 
-oaset ‘ 2 4 7 
jen ° —s, a = 
ra THER ; a J) a mae 
ev ries ee 3: 
~ FARMING sate 
— _ aie 
yoRK - ~ > \ ee 
= ee 
Pe. eek were Fe ‘ashn eit. ee ALLIS E ed ie ics ee ee pide. tie Seats fe is oi xs ie pr pa aes (erg) ware Z hie ma eae x ela eS ete . Pewies me Dirge sai, a opis Ure Sire Sak ain aa ae ay. A kee eet ee Hee. erin ae Beiy cat eee HO Oe eae 
RSE Mee tance aes Keres IS Sean eters pee ree Sere FRE r ay LES RRM ARE in TE REE URNS RCD See VON Eee Sed ACS MME WAP Le hee ae Da rh EEOC MN aa eee EOS sah gE pe ee ON ante eR NN uh Be a pale A at pein" at cA eee 


* 


eles 


OFUL) 


ated 


Se Si Re Sa ¢ 
it i em Suan st ce 


Goshorn’s Communication 
Breaks Down for Reader 

To the Editor: Whenever any- 
body sticks his head up above the 
mob, somebody is sure to heave 
rocks at it. Clarence B. Goshorn 
has stuck his head up (AA, Oct. 
24; editor’s head is up, too!)—and 
I’m here to heave a few of the 
rocks I picked up while reading 
his talk... 

Didn’t have too much trouble 
wading through most of Mr. Gos- 
horn’s talk (despite the “scholarly” 
language)... 

Stop and read again: “...need 
not share Dr. Flesch’s passion for 
four letter words.” Beg pardon? 
The man who wrote the “Art of 
Plain Talk”? Oh, come now! That 
ain’t the way I read it! And those 
friends who also read it—none of 
them came up with that reaction. 
Most frequent criticism I heard 
was that Flesch was too abstract, 
too scholarly! (Among others, this 
reaction came from two advertising 


(or 
thought I found; makes no dif- 
ference) that Mr. Goshorn had 
mis-evaluated one writer, I found 
myself like those people who dis- 
believe advertising. I felt I should 
question everything he’d said! 
Furthermore, in looking back over 
the talk, I felt it was too much 
trouble to struggle through all that 
again just to look at his views and 


ia we ge ee ee 
This department is a reader’s forum. Letters are welcome. 


“facts” more closely. So I aban- 
doned the whole thing—didn’t 
even finish reading the talk! 

Summarizing the parable: Mr. 
Goshorn’s scholarly snicker at Dr. 
Flesch struck me as being “wrong” 
(to use a consumer word)—and 
therefore I wouldn’t buy his pro- 
duct without a lot more checking. 
More checking was too much 
trouble—so no buy. Perfectly ord- 
inary, everyday, consumer reac- 
tion! 

So what happened to all this 
selling communication Mr. Gos- 
horn was talking about? 

HENRY G. HOERNLEIN, 
* Seattle, Wash. 


Has Explanation for ‘News,’ 
Detroit Macfadden Mixup 

To the Editor: Re: Macfadden 
and the Detroit News [AA, Sept. 
12}. 

I think I can explain the rumor, 
and how it was kept alive. In the 
middle °20s Macfadden had a 
monthly for a short time, called 
Your Car. It did not go over, but 
with the New York Graphic presses 
on his hands, I sold him on the 
idea of an automotive daily to be 
called Automotive Daily News. 

This was published in New York 
for a time, and afterward, sold to 
George M. Slocum [Ed. Note: The 
publication subsequently became 
Automotive News. Mr. Slocum, its 


YU two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


Uf, advertising space at 


reasonable rates. 


It produces sales. 


r-Zournal 
~ THE LOUISVILLE TIMES _ 


335,585 DAILY © 268.044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 
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publisher, died Oct. 29.] and moved 
to Detroit, and I ‘imagine Macfad- 
den’s name was carried along for a 
while and that, one way or an- 
other, people got the two Newses 
mixed with Macfadden’s name. 
J. H. NEwWMARK, 
Miami Beach, Fla. 


P. S. By the way, I remember 
the founder, James E. Scripps, very 
well, for I was a page in the 
Michigan senate when the De- 
troit News publisher was a mem- 
ber. He had a long white beard, 
and was then quite an old man, 
the year being 1899. 
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Time on Their Hands? 


To the Editor: The oil biz must 
be slow, as evidenced by two ads 
taken from one issue of Business 
Week. 

Nothing to do but to service 
kids’ “vehicles.” 

ARTHUR WEINMAN, 
Weinman Brothers, Chicago. 


Personal Congratulations 


To the Editor: May I offer my 
personal congratulations to you 
on the splendid editorial, “We Like 
Our Business This Way,” which 
appeared in your Oct. 24 issue? 

When men and women recognize 
completely that they are the cre- 
ators, not onlookers, of booms and 
busts and that they do have per- 
sonal responsibility for looking 
for causes and applying cures, 
there will be some changes made. 

We have taken too many things 
for granted too long—and, among 
these, inevitability of business cy- 
cles seems to come first. 

So keep on whittling away “dog- 
gedly and determinedly” and you 
will not only hold the center of 
the stage but you will deserve to 
hold it. 

B. G. TRUDELLE, 

Executive Secretary, Phoenix, 

Ariz., Controlled Circulation 

Newspapers of America Inc., 

Cleveland. 


Rockwell Uses AA Material 


To the Editor: We would be in- 
terested in reproducing the news 
article which appeared on the front 
page of your Oct. 10 issue, “Rock- 
well Spends More and Bests Down- 
trend,” as well as your editorial 
in the Oct. 17 issue, “The Rockwell 
Plan Makes Good Sense.” 

I assume that you would give 
us permission to use this material, 
giving ADVERTISING AGE the usual 
credit. 

EDWARD HURLBURT, 
Consumer Advertising Man- 
ager, Delta Mfg. Division, 
Rockwell Mfg. Co., Milwau- 
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SERVICE—These two advertisers, a reader thinks, seem to indicate that business is 
slow around service stations nowadays. 
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Doodle Makes a Pattern 


To the Editor: Attention Funny 
Coincidence Department. 
The enclosed tear sheets from 
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ADVERTISING AGE (Oct. 11, 1948) 
and Printers’ Ink (Sept. 30, 1949) 
prove once again that...there is 
nothing new under the “Son’— 
especially in this world of adver- 
tising. However, it is refreshing to 
see something so completely 
“used.” 
W. W. WoopsrinceE Jr., 
Botsford, Constantine & Gard- 
ner, Seattle. 


How Many Can There Be? 


To the Editor: The Ford ad fea- 
turing the Canada geese—copy of 
which is enclosed—bothers me. Of 
course, no one has “ever seen so 
many °49 Fords,” as more are be- 
ing produced every day. 

Across the border in Canada 
the same illustration is used with 


the wording, “Never saw so many 
new Fords,’ which makes sense. 
The Canada goose—one of the 
wisest of wild birds—is too smart 
to make a grammatical error. 
DONALD MACGREGOR, 
MacGregor & Co., Detroit. 


Sees ‘Controversy’ in 
FC&B Comments on TV 


To the Editor: Two articles ap- 
pearing in the Oct. 17 issue of Ap- 
VERTISING AGE, relating to a com- 
parison of radio and television as 
national media, seem to be a bit 
controversial. And, oddly, these 
two articles were written by ex- 
ecutives of the same advertising 
agency. Of course, they both refer 
to the future, but can easily be 
misunderstood by the casual rea- 
der. 

One article, “Dodge Explains,” 
on Page 41, states that television 
is no serious contender for leader- 
ship over radio. The other article, 
“Radio to Become Secondary to 


TV,” on Page 48, states directly that 


Planting 
something new 
every week! 


@ Not a week passes but that 
some new advertiser (frequently 
nothing more than a 5-line clas- 
sified buyer) plants an idea 
about his goods or services in 
the Steubenville Herald-Star. 


Three things govern a good 
harvest: — Ist, good soil; 2nd, 
good seed; and 3rd, cultivation 
Three things govern the success 
of any advertising campaign: - 
Ist, a good product or service; 
2nd, a fertile market; and 3rd, a 
continuous advertising schedule, 
whether it be 28 lines single 
column or a full page ad every 
week. 


Now a few remarks about 
Item No. 2— the fertile market. 
Last year, our retail sales were 
about $62,000,000. 618 retail out- 
lets shared in this tremendous 
volume. Almost $51,000,000 of 
bank deposits were needed to 
swing this volume. 


This, to us, is very interesting 
While Steubenville ranks 21st in 
Ohio in population, it ranks 13th 
in drug sales, 13th in food sales, 
and 12th in general merchandise 
sales. To keep the wheels run- 
ning smoothly, every day we sel! 
in excess of 27,500 copies of the 
Steubenville Herald-Star. 


If you decide to do some plant- 
ing in Steubenville, my time is 
your time. P.S. Our line rate is 
a bargain — 9c a line. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
® MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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NEWSPAPERS 


©ANTON- On; 


Adver 


radio 
televis 
Both 
Beldin 
ve rsial 
they W 
the sa 
bit of | 
We 
that A 
“adver 
and Ww 
operate 
Street 
give th 
world 
opinior 
in resp 
news. 


War! 
ing C 
The 
necessa 
of TV 1 
of the j 
For | 
to point 
to were 
FC&B 
AA sta 


Allen ¢ 
on Kee 


To t 
learned 
which ; 
Oct. 31 
was thi 
fom W 
late thi 
—it rea 
lows: 
“Dea 
resign 
chairms 
the bo 
such ar 
ing eff 
vealed i 
ture in 
ING AGE 
ing to 
ex-boar 
gland 
whateve 
underta: 
Anyw 
this faz 
would | 
availabl 
of anot 
grandso! 
you will 
ment. 
Other 
slated t 
frankly 
laugh—] 
looking 
years a 
years at 
more thi 
Enclos 
haired / 
ticle was 


AA gc 
tan pict 
dbout hi 


Mexico 
look at 


To the 
would b 
Using me 
last wee 
America 
(ASTA) 
ton in 
ome 1,2 
‘enc ance 

As an 
Canada . 
‘ky sign 
A ASTA 
tty on 1 
Yention. 
‘ad only 
Mexico, | 

TI e sk 
Urin ; §’ 
the two 
Cty, each 
Nore tha 
Tack, a 


rf Hi a r vs ay r pet ae DP atiale é- et e ae oe Pee we <. Se . Pi ’ ne s cass at ¥, pe See ie a v Ls tae ar oes 5 et RM he Pe cE Ae Ars us . os a Mg a < i ila Seo ey fi. ite a 
ee ey ir i eee eee ’ : mas ? pan te eer eee Sogo” ‘fas, ogc ke ae e ew TE » ‘ ene Ee, , te ; oe 4 : es a eee “ ‘ : So ee J ee : 
a ee lg CR es aecle e ae os ee ae eee ae te ee a ae Bee ae" s 

4 ieee. ee iS RR cd I Re eo le 2 ae ee ae Be 8 oS, co eS 2 ae ie a. See 

Ri ' 4 7 mm i : ‘ — ADE, Hee ae bE ‘ 5 > 

i 68 eee | 
re ‘ ; ™ . a 2 tiie, A Fe ; 4 - . Pe _ 
_ °F Sg oti ae 7} pee es oo) ne Fret meron <i any OBA 
- r nirot J 7 of Fe AY niga a 2 cows CN 
|  Votce chthe Ar... ther Sep 3 ae) 
& ée 4 nA Sip yp eo _ © 4 gage sere | | 
‘ eee eet eS — R a ee” ‘ 
aes UR SRI a. hs Bee - a oy . i 
ie hes 4 om sot Cub, 

2 ha lea md 

ae ff apie eve ? Sa '2 
i aa , +t. «Ca WAS BORN x 

a ee S0.f)| aires >— . 
Es, =f, at 3.53 wevses © %, 
, “weeme™ 1984 <4) i ‘ Pr 
| as mtu = | Be IeS 
; Ce AT g 
: =~ | et 
. “a ose et > 
oe AG LE EEE 
me ‘ “ZB are es oE\g 
ai a Ww - A G55 w” ~ | 
eo 4 Ct eal eee | 
- Vidar’ eds Gapyeen . 
ren, Me Ps ae —=—S> 
; pe h SSS 
bid COX §g—an 
ee /\$ 
| Ad 
. . Me Manager 
| Gey re: a «t _ = 
e e © <a 2 he “tie = Youu Friad 5 — i , + é 
a NEW ADDITIVE a o* : er stavice OF \ > 

ere ie OIOR OH ee "|i me, . ( \ Steubenville 4 

ae = Fe > j > : . : = 4 baa . iv) 

ae ad i & veh , ; A ; ‘. a . i! ag y - 

Beet ar ‘ 4 7S 7, , ie . % , 7 Id $ hd We, 

ai maene LA | Pe de en ae 

nat es ae Sr agg = bd j ag f —aaw | 7 ADs : 87 Ss! $ 

ee ; ® « a y~ ‘ , (ads) et, =9///| 
aoeee ; ' » ie ee; a ar 
people. ) 7 Poth meee oN eet - ros if i ye hears fay 
as toe ta ee a i ; a a + 1 .: 
adie? a. <a a : ee , 
a Eel  - ~f if ; r . . 
Co. a ~ it's a pleasure to serve 
; —— ee eee nai 
: ro Pee bal Se a Mes: WITH mMODEEN WarTht PUMPS 
: | ey Mew comventenee .... . for pew the matertt ... 
ro ° 9” new etclemy fer the attendant. You'll be sereed tester 
"Is that new oil really better?’ a a a) 
wegen win aetend ie -———————— aetna 
” ed ee Said beg ~_ i+) “SEAL jun thane. ty eagtennandianmbaden diate. 
: : ——— (Wite tar Ry twee 4 Butler 
; | EE ee 
“ ] 
ee 
: ee | 
As, 
a 
ae x es “ : nb el 
——— 
- s ee | re dahl ae 

eae 

et, = SoMeny - 

es ee: { 4 oe 

re a re. gh we we Me ZZ 
os | 3 a 

oe 

<i b a races ig as 

a oe 

os —a | 

Eig / t=. —i 2, « 

a 4 FB i a 
om f Mee 
le 4 Ss = Che 

Ttapks Boon ws ~—- Dine petite. 3, | 

ae — Yuen Wuyp, ral -. 
S Sr, : . = Yih m = = 
a — SS ™ Y Lowey se 

ee =i SSS ow we VILLE Times 337 

aie hie SSS Set Urey oye ~~ ead 
oe ee eae a ol een? se. S*aa ° 

ees — me 7 

site gk asraie | 

ni re ae 

FE O—_————— | 
a _ a 

Tite = ky ae * bes : RES, ig Ri eB mers ee ae eae *y ie Poe ot ewe 


9 B Advertising Age, November 14, 1949 


radio will become secondary to 
television. 

Both articles by Foote, Cone & 
Belding executives are _ contro- 
versial. Naturally the fact that 
they were written by members of 
the same organization gave us a 
bit of a laugh. 

We would like to add, however, 
that ADVERTISING AGE is to us the 
“advertising Bible” of the nation 
and we feel your editorial staff 
operates very much as the Wall 
Street Journal writers do. You 
give the advertising news of the 
world without voicing personal 
opinions as the WSJ writers do 
in respect to business and financial 
news. 

WARREN P. FEHLMAN, 

Warren P. Fehlman Advertis- 

ing Co., Los Angeles. 

The two viewpoints were not 
necessarily at variance. One spoke 
of TV vs. AM as of now, the other 
of the future. 

For the record, we should like 
to point out that the items referred 
to were not “articles,” written by 
FC&B men, but news reports by 
AA staff members. 


3 « a * 


Allen Grammer Insists 
on Keeping Own Identity 

To the Editor: The first I 
learned of the article about me 
which appeared on Page 8 of the 
Oct. 31 issue of ADVERTISING AGE 
was through a memo I received 
fom Washington 
late this morning 
—it reads as fol- 


lows: 
“Dear Allen: If 
it Bresigning the 


chairmanship of 
the board has 
such a rejuvenat- 
ing effect as re- 
vealed in this pic- 
ture in ADVERTIS- 
ING AGE, I am go- 
ing to organize 
ex-board chairmen into a goat 
gland society. Best of luck in 
whatever new projects you may 
undertake.” 
Anyway, now that you have gone 
this far down the line, if you 
would like me to I shall make 
available to you another picture 
of another Allen Grammer—my 
it Herandson (age almost 2). Maybe 
t. Hyou will publish it with this state- 
e Hment. 
{- Otherwise, I think your article 
is Mstated the case pretty well and 
f Blrankly we have all had a good 
o Hjaugh—how such a happy, young- 

looking guy could have spent 20 

years at Curtis plus almost 12 

years at Street & Smith is almost 
” Hinore than I can understand. 
Enclosed is picture of the white- 
» Bhaired ALG about whom this ar- 
licle was written. 

ALLEN L. GRAMMER, 
New York. 


AA got its Grammers confused, 
tan picture of Allen Jr. in story 
- Bout his father. We’re sorry. 


Mexico City Gets Second 
look at Skywriting 

To the Editor: We thought you 
Would be interested in an adver- 
‘sing news item which occurred 
‘att week in Mexico City. The 
American Society of Travel Agents 
(ASTA) held its annual conven- 
“on in Mexico Oct. 19-25, and 
‘ome 1,200 delegates were in at- 
lencance. 

As an advertising item, Trans- 
Canada Air Lines arranged for a 
‘ky sign reading—“TCA SALUT 
4 ASTA”—to be flown over the 
“ty on the final day of the con- 

| Yenition. This advertising medium 


- ® ts 


A. L. Grammer 


‘ad only been used once before in 
Mexico, by a local distillery. 

The sky sign, with letters meas- 
Wing 5’ in height, was flown over 
‘he two bull-fight rings in the 
“ty, each of which accommodated 
Nore than 50,000 people, the Race 
Track, and the Presidential Ex- 


position, which was in session in 
Mexico City. 

The sky sign drew considerable 
attention, particularly since it was 
the second time that this form of 
advertising had been used over 
this city, which has a population 
of over 3,000,000. The company 
which- handled the assignment 
was Publicidad Aerea S., de R. L. 
of Mexico City. 

Harry J. Cooper, 

District Traffic & Sales Man- 

ager, Trans-Canada Air Lines, 

Chicago. 


Firan Names Geissinger 

W. B. Geissinger & Co., Los An- 
geles, has been named to handle 
the advertising of Firan Co., Santa 
Monica, Cal., manufacturer of 
electrical heating equipment for 
homes and industrial plants. 


Kenneth White Joins L&M 

J. Kenneth White, formerly with 
Biow Co. and before that with Fed- 
eral Advertising Agency and Mc- 
Cann-Erickson, has joined Lennen 
& Mitchell, New York, as an ac- 
count executive. 


Milwaukee Agency 
Studies Time Spent 
with Media Men 


Cuicaco—Lee Archer, head of 
the media department of Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee, told the Chicago Dotted 
Line Club Nov. 7 that excessive 
time spent by agency personnel 
in interviewing media representa- 
tives can become a real problem 
in agency management. 

He said that since the agency 
adopted the plan of recording all 
interviews, showing the time spent 
by representatives with each exec- 
utive, it has been able to correct 
some of the difficulties resulting 
from unnecessary or too lengthy 
interviews. Incidentally, he re- 
ported that the average time spent 
by representatives in the recep- 
tion room is only a little over 
seven minutes. 

Mr. Archer emphasized the im- 
portance of the information media 
men bring to the agency, and said 


that the objective of the studies | 
made by his company is not to 
curtail useful interviews, but to 
control or eliminate time wasted 
by important personnel in inter- | 
views which are not productive 
from any standpoint. 

An interesting piece of informa- 
tion included in his talk was that 
Klau-Van Pietersom-Dunlap As- 
sociates now occupies first place 
in the placement of farm publica- 
tion space for farm operating 
equipment advertisers. 


Carrier Starts Campaign 

Carrier Corp., Syracuse, N. Y., 
manufacturer of air conditioning 
and refrigeration equipment, is 
starting a campaign this month 
using full pages in Business Week 
and Time to promote air condi- 
tioning equipment during the win- 
ter months. 


Cameron Joins Erwin, Wasey 

Robert I. P. Cameron, formerly 
with the Toronto office of McKim 
Advertising, has joined Erwin, 
Wasey of Canada, Toronto, as an 
account executive. 


9) 3 
how’s your 


letterhead ? 


e Send for our brochure 
“Letterhead Logic” contain- 
ing the check list used by 
experts to test prestige, per- 
sonality, and sales appeal of 
letterhead design. Perhaps 
your letterhead will pass the 
test, but if not, you may be 
just as well off, because we 
have 35 years of “know-how” 
in our background, and can 
speedily deliver genuine en- 
graved letterheads of 100% 
selling efficiency at prices 
much lower than you ever 
expected. “Letterhead Logic” 
is free —just write us on your 
company stationery. 


rnonHILLine. 


270-A Lafayette St., New York 12 
Telephone: Canal 6-6340 


IT'S EASY WITH. 
THE RIGHT COMBINATION! 


Advertisers in any field will find. the 


right blocking combination to eliminate 


sales resistance in the billion and one- 

; half dollar Memphis Market when the 
316,498* combined daily circulation of 
the Memphis Newspapers is running 
the ball! It's the RIGHT COMBINA- 
TION for touchdown RESULTS! 


*ABC Publishers’ Statement 3-31-49 


SCRIPPS-HOWARD wee 
NEWSPAPERS 


THE COMMERCIAL APPEAL 
MEMPHIS RPRESS-SCIMITAR 
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International Ad 
Budgets Too Small, 
Honneus Declares 


New YorkK—William S. Honneus, 
sales manager of Time Interna- 
tional, told delegates at the 36th 
National Foreign Trade convention 
here that the facts about the ex- 
tent of export advertising need to 
be more widely understood. 

“There are no reliable figures,” 
Mr. Honneus said, “on the total 
amount of money spent on all 
forms of centrally controlled over- 
seas advertising in 1948, or any 
previous year. Since visible export 
sales are roughly 5% of our total 
U.S. business, one might logically 
expect tctal export advertising to 
be 5% of total domestic advertis- 
ing—roughly $240,000,000. Of 
course, it’s much less. 

“My guess is that last year be- 
tween $75,000,000 and $100,000,000 
was spent by American exporters 
for international advertising. For 
convenience, I shall use the $100,- 


hat a world of 
difference a few 
miles do make! 


IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 
city hall. But the reading 
preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 
readers are definitely outside 
the “effective influence zone” 
of the Los Angeles dailies. 
The greatest Long Beach 
readership of any Los Angeles 
paper is only 14 per cent, 
and the Press-Telegram 
duplicates 60 per cent of 

_ that! Which again proves that 
in Long Beach the Press- 
Telegram is “The Paper 

the People Prefer!” 


Check the chart below 
for the full story! 
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000,000 figure as a liberal estimate. 
But we happen to know that total 
U. S. exports ran to about $12.6 bil- 
lions. Therefore, the per cent of ex- 
port advertising to the total dol- 
lar volume of exports is about 
0.8%, about 35% of the domestic 
expenditure ratio. 


s “By and large,” Mr. Honneus 
pointed out, “modern advertising 
is generally recognized as essential 
to the steady growth of a mass 
production civilization. As more 
areas of the world become indus- 
trialized, the need for advertising 
as a selling force will grow. 

“Certainly, advertising has not 
kept pace with the growth of our 
economy. We've increased our 
unit production since 1940 by 25% 
and reduced our advertising per 
cent to sales by 30%. Sales are 
bound to suffer when this happens, 
and no people should be more 
aware of this fact than sales- 
minded America.” 


Sealy Appoints Olian 


Sealy Inc., mattress maker, has 
named Olian Advertising, Chicago, 
to handle all its advertising. Ads 
will appear in Farm Journal, The 
Saturday Evening Post and Time 
to promote Sealy’s Orthopedic 
Firm-O-Rest. Copy emphasizing 
Sealy Parisian-designed Schiapa- 
relli-styled covers will appear in 
Better Homes & Gardens, House 
Beautiful, Ladies’ Home Journal 
and True Story. The agency has 
been. handling the Chicago Sealy 
mattress operation. 


Burns Womac Promoted 

Burns Womac, Atlanta district 
manager, has been named southern 
division manager of National 
Transitads, Chicago. Headquarters 
for the southern division will be 
established in the Glenn Blidg., 
Atlanta. 


Two Name House of Twiss 


Richland Peat Mines Inc., Lewis- 
ton, Me., and Allen Metal Products 
Co., Yonkers, N. Y., have appointed 
the House of J. Hayden Twiss, New 
York, to handle their advertising. 


$500,000 Drive 
Set by Clothing 
Workers Union 


New YorkK—Amalgamated Cloth- 
ing Workers of America has ap- 
propriated $500,000 to promote the 
union label. 

This campaign, designed to im- 
press the public with the impor- 
tance of looking for the union sig- 
nature and manufacturers with the 
advantages of using it, will get 
under way early next year. 

A full-page kickoff advertise- 
ment, run recently in Life, was run 
to prepare the union’s members, 
clothing makers and the public 
for the coming campaign. 

Purpose of the drive, the union’s 
first major consumer advertising 
push, according to Amalgamated’s 
president, Jacob S. Potofsky, as 
quoted in the CIO News, is to 
“eliminate the last remnants of 
non-union products in the men’s 
apparel industry.” 


e Approximately 95% of men’s 
clothing made in the U. S. is union- 
produced. There are only a few 
large companies that are hold- 
outs, the union says. 

However, not all manufacturers 
who could display the label do so. 
The union hopes to impress these, 
as well as non-union clothiers, with 
the significance of the union sig- 
nature in a garment. 

The drive is called not a boycott 
of unorganized shops, although 
one of its frank aims is organiza- 
tional, the union points out, but 
rather is intended to sell buyers 
the idea of looking for a “little 
label that means savings and sat- 
isfaction to millions...the Amal- 
gamated label.” 

“Amalgamated’s total jurisdic- 
tion includes men’s and _ boy’s 
clothing, department stores, shirts, 


The Exclusive | 


You can’t sell a reader until 
he reads your sales message. 
That’s basic. Another basic 
fact is that you can’t sell 
the rich Akron Market unless 
you place your advertising 
in the Akron Beacon Journal 
—Akron’s ONLY daily and 
Sunday newspaper offering 
complete coverage of the rich 
Akron Market. 


REPRESENTED NATIONALLY BY: 


AKRON _BEACON_ J — 


JOHN 5S. KNIGHT, PUBLISHER 


AKRON BUYERS 
READ, THINK 
AND BUY 
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pocket. 


This space belongs 
to Stacker’s Market 

but the copy for this weck’s 
ad is still in Myron’s 

He'll be at 641 Main 
street when you call for 

your week end supplies, thoug):. 


SPACE RESERVED—Copy delayed by a Winsted, Conn., market is explained this 
way in an ad in the Winsted Evening Citizen. 


work-clothes, sportswear, under- 
wear, gloves and neckwear,” the 
CIO News says. 


s “Organization in these fields is 
progressing against heavy obstacles 
and the Amalgamated staff is con- 
vinced the union label campaign 
will have a direct—and helpful— 
effect om membership drives in 
these related industries. 

“The problem existing in neck- 
wear is typical. According to Ed- 
mund Gottesman, secretary-treas- 
urer of the Neckwear Joint Board 
of New York, neckwear manufac- 
turers under contract to Amalga- 
mated are letting out work to low- 
paying, non-union shops, because 
of a business slump now being felt 
generally throughout the field.” 

Magazines, newspapers, radio 
spots and possibly car cards will 
be used. Media list for the drive, 
which is being handled by Ben 
Sackheim Inc., has not been de- 
cided. 

Several American Federation of 


Labor unions have conducted sim- 
ilar campaigns in past years. 
Preparatory to breaking the 
drive, Amalgamated Clothing 
Workers is setting up a field or- 
ganization in 16 major cities, with 
other areas to be added later. These 
committees, which may include 
members of other unions—AFL 
and CIO—will visit retailers and 
ask their cooperation in buying 
and selling union-label clothes. 
Amalgamated’s label, which has 
been redesigned, is furnished to 
manufacturers at cost. 


‘Times’ Promotes Brenner 

The New York Times has ap- 
pointed Sylvester J. Brenner, pre- 
viously assistant to the auditor, as 
credit manager. A member of the 
Times staff for 24 years, Mr. Bren- 
ner succeeds the late Max Samuel. 


Joins Orr Copy Department 
Marion Kushner, previously with 
Reiss Advertising as a copywriter, 
has joined the copy staff of Robert 
W. Orr & Associates, New York. 
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FIGURE THE ODDS...by KX 


hen you join the parade of the nation’s 
Wavertisers on the Hal Fredericks’ “Song and 
Dance Parade” on KXOK, in BIG St. Louis. Master Sales- 
man, Hal Fredericks, personalizes your product. . 
. 3:30 to 4:45 and 9:30 to 
10:00 p.m., Monday through Friday. Phone, wire, write 
or call your John Blair man NOW! 


KC 5,000 WATTS FULL TIME BASIC ABC 
IN BIG ST. LOUIS 
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$1,800,000 Ad, 
PR Drive Okayed 
by Oil Industry 


(Continued from Page 1) 
bring more cries of “monopoly” 
and necessitate even greater ef- 
forts to tell the public “why these 
things must happen.” 

The group also heard a report 
from Conger Reynolds, public re- 
jations director of Standard Oil 
Co. (Indiana), retiring head of the 
Oil Industry Information Com- 
mittee. (Mr. Reynolds will be suc- 
ceded as OIIC chairman by 
George Freyermuth, head of Esso 
Standard Oil Co.’s public relations 
department). 

In his final report, Mr. Reynolds 
said that the primary purpose of 
the API campaign was and is to 
“prevent a sideslip into socialism.” 


s Among the objectives of the in- 
formation drive, he said, are at- 
tempts to increase understanding 
of how the public benefits from 
the industry’s research and de- 
velopment; its price competition 
and quality of products; its wide- 
spread distribution; its concern for 
petroleum reserves and its use of 
earnings to expand facilities to 
meet demand. 

“In order to understand the in- 
dustry program,” he continued, 
“you must understand the think- 
ing behind our procedures. We be- 
gin by assuming that all units, big 
and small, are threatened by the 
trend toward socialization of in- 
dustry...We must provide a 
framework within which all the 
diverse elements of the industry 
can cooperate. 

“We recognize the importance of 
national advertising as a means of 
flying the flag’ for the campaign 
or ‘spearheading’ its communica- 
tion. We use publicity, motion pic- 
tures, radio, printed matter—all 
the media of mass communication. 
But even they are not enough. 


1 “Just as we must have district 
managers and assistant managers 
io direct the marketing of our in- 
dustry story, we must also have 
salesmen. These we obtain in part 
by organizing local committees to 
work at the community level. Ob- 
viously the members must come 
mostly from within the industry.” 

Mr. Reynolds said that these 
local committees or “cells” will be 
supplied with an employe pres- 
tntation and a dealer presentation, 
dased on two underlying princi- 
ples. One is that the best way to 
make dealers and employes spokes- 
men for the industry is to talk 
the program over with them in 
mall group meetings. 

The second is to get individual 
tompanies to make presentations to 
their own employes and dealers 
and thus make the 2,000,000 per- 
Son: in the industry outspoken ad- 
Yor: tes of the capitalistic system. 


' While there still are undercur- 
ents of opposition to the industry 
.Ofram, particularly among the 
‘ma ler companies, Mr. Reynolds 
‘aid that 5,060 companies now are 
dart cipating, as compared to 4,- 
39 -ompanies last year. 

Ir addition, the campaign now 
‘as he support of 102 trade asso- 
‘at ms, as compared to 94 such 
1S a year ago. P 

lr one of the more forceful 
‘ec hes of the convention, John 
M. | ovejoy, president of Seaboard 
Oil o., declared: “Perhaps one of 
‘he sasons why we have so often 

to capture the public im- 
tion is that we spend so much 
> alking to ourselves. 

’ nsidering the thousands of 
1es delivered each year be- 


he hundreds of trade asso- 
‘ac is in the oil industry alone, 


there is little time or energy left 
to translate what has been said for 
public consumption.” 

Mr. Lovejoy said that he failed 
to see anything beneficial or worth 
while in “reassuring each other as 
to the righteousness of capitalism, 
the evils of communism, or any 
one of a dozen sure fire topics on 
which everyone in the room is 
in complete agreement in the first 
place.” 


@ As an example of what should 
be done, he said that a public re- 
lations program which tells about 
the more than 10,000 corporation 
pension plans now in operation is 
ten times more effective than mere 
denunciation. 

Too often, he continued, business 
men who insist that their product 
advertising appeal to such basic 
emotions as love, fear and hate 
talk about the economic system in 
terms of funded debt, capital in- 
vestment and rate of amortization. 

“We need a great deal more 
aggressive, positive action if we are 
to prove to the public that private 
industry can contribute far more 
to their welfare than can the dead 
hand of federal government.” 

Baird H. Markham, director of 
the American Petroleum Industries 
Committee, was named acting 
president of API, succeeding Wil- 
liam R. Boyd Jr., retired. Mr. 
Markham will serve until March, 
1950, when a permanent president 
will be selected by the board of di- 
rectors. 

W. Alton Jones, president of 
Cities Service Co., was named 
chairman of the board of directors, 
a newly created post. Mr. Boyd 
previously held the combined po- 
sition of president and board chair- 
man. 


Tatham-Laird Sets 
Up Remote Control 
for Jelke Account 


Cuicaco—Tatham-Laird Inc. of- 
ficials were completing arrange- 
ments with John F. Jelke Co. last 
week to continue servicing that 
account from Chicago after Jelke 
and other Lever Bros. subsidiaries 
are moved to New York. 

Executives of Jelke and Pepso- 
dent Co., who have maintained 
headquarters here, and their 
general offices are to be trans- 
ferred to New York Dec. 1, where 
temporary headquarters also will 
house President Charles Luckman 
and other Lever officials, and those 
of a third Lever subsidiary, Har- 
riet Hubbard Ayer Inc. (AA, Oct. 
10). A new Lever House is to be 
completed late in 1951, when the 
company will abandon its Cam- 
bridge, Mass., headquarters. 

Tatham-Laird now handles the 
entire Jelke account, having taken 
over Good Luck margarine, for- 
merly handled by Young & Rubi- 
cam here, in July. It formerly 
placed advertising of Jelke’s salad 
dressings. 


s Needham, Louis & Brorby, which 
handles a portion of the Pepsodent 
account, has not disclosed whether 
it will continue this client-agency 
relationship at long distance. Like 
Tatham-Laird, it has no New York 
office. Its main office here has 
been in charge of Pepsodent’s tooth 
powder and Rayve cream shampoo. 

Pepsodent’s two other agencies, 
Foote, Cone & Belding and J. Wal- 
ter Thompson Co., can shift per- 
sonnel on their accounts to estab- 
lished New York offices. 


Revere Absorbs Kruetgen 

Revere Photo Engraving Co., 
Chicago, has purchased Ernest J. 
Kruetgen Co., photo engraving 
company established by the late 
Ernest Kruetgen, former Chicago 
postmaster. Rudolph Koenig, Re- 
vere president, will head the com- 
bined company. 


STUDY PROMOTION—Miles Tiernan, 


Indianapolis Star and News (left), 

over some promotion of the Charleston, W. Va., Gazette at the central regional 

meeting of National Newspaper Promotion Association in Rockford, Ill., last week. 

Co-lookers are Frank A. Knight of the Charleston paper; Clarence W. Harding, 
South Bend, Ind., Tribune, and Andrew Hertel, Milwaukee Sentinel. 


looks 


Ralph Campbell, 
Minneapolis Agency 
Founder, Is Dead 


MINNEAPOLIS—Ralph B. Camp- 
bell, 63, one of the founders of 
Campbell-Mithun Inc., died Nov. 
5 while attending the Minnesota- 
Iowa football game here. 

Mr. Campbell served as chair- 
man of the board until he retired 
from the agency two years ago. 
After service in World War I he 
joined Russell Miller Milling Co. 
here, later becoming advertising 
manager. In 1927, he moved over 
to the Harrison-Guthrie agency as 
an account executive and two 
years later joined Batten, Barton, 
Durstine & Osborn, where he 
served until 1933 as vice-president 
and Minneapolis manager. 

Mr. Campbell and Ray O. 
Mithun, now president, started 
their agency in 1933. Mr. Campbell 
served as president for ten years 
and as chairman of the board from 
1943 until his retirement. 


ALBERT H. HARMON 

Sr. Paut—Albert H. Harmon, 
77, president of Webb Publishing 
Co. and co-publisher of The Farm- 
er, died at Lake Elmo, near here, 
of a heart ailment. Mr. Harmon, 
who had been associated with the 
printing and publishing industry 
in St. Paul for 58 years, purchased 
the Webb company, with Horace 
C. Klein, in 1915. 


EUGENE A. CLAUSS 


PrRovIDENCE—Eugene A. Clauss, 
79, president of the Ackerman 
Standard Co., typographer and 
bookbinder, died here Nov. 7. 
Owner of the first commercial off- 
set lithograph press in Rhode Is- 
land, he had been in the litho- 
graphing business for 36 years be- 
fore joining the Ackerman organi- 
zation 25 years ago. 


JOSEPH F. MELIA 

BurFraLo, N. Y.—Joseph F. Me- 
lia, 65, former publisher of the 
old New York American and for- 
mer assistant general manager of 
the Washington Post, died here 
Nov. 4. Mr. Melia, who served as 
advertising manager of the Buffalo 
News for 15 years, left the news- 
paper business in 1947 to establish 
a sound equipment company here. 


WILLIAM NEWTON 


New YorK—William V. Newton, 
52, sales manager of Wide World 
Photos Inc., an affiliate of Asso- 
ciated Press, died Nov. 7. 

Mr. Newton was associated with 
Times-Wide World Photos from 
1920 until it was acquired by the 
AP in 1941. Joining the Associated 
Press he became sales manager of 
the photography division of Press 
Association, an AP affiliate. In 
1948 when Press Association opera- 


tions were merged with Wide 
World Photos he became sales 
manager of the latter. 


R. FRANKLIN McELWAIN 


SouTtH Hap.Ley, Mass.—R. Frank- 
lin McElwain, 84, who retired in 
1929 as vice-president and general 
manager of the Crocker-McElwain 
Co., and the Chemical Paper Mfg. 
Co., died here Nov. 7. He had been 
active in the paper industry for 
more than 60 years. 


GEORGE S. HURST 

GLASTONBURY, CONN.—George S. 
Hurst, 73, former advertising man- 
ager of J. B. Williams Co., died 
Nov. 2 in a Hartford, Conn., hos- 
pital. Mr. Hurst was associated 
with the Williams company for 
30 years, 20 of them as advertising 
chief. 


WILBUR R. GREENWOOD 


STAMFORD, CONN.—Wilbur Rowe 
Greenwood, 64, vice-president in 
charge of sales and service for 
Pitney-Bowes Inc., died Nov. 4 in 
New York, where he had gone to 
attend the annual meeting of the 
Office Equipment Manufacturers 
Institute. Mr. Greenwood had di- 
rected the postage meter company’s 
national sales activities since 1925, 
and was elected a vice-president 
in 1940. He served two terms as 
president of the institute. 


LOWELL LIVESAY 


DENVER—Lowell Livesay, 63, an 
account executive with Conner 
Advertising Agency, died here 
Nov. 2 after a brief illness. Mr. 
Livesay, who joined the agency in 
February, 1947, had previously 
worked with Denver newspapers, 
the Denver Chamber of Commerce 
and the Community Chest, and 
handled general publicity and pub- 
lic relations work. 


HOYT B. EVANS 

NEw YorK—Hoyt B. Evans, 62, 
president of Eastern Printing Corp. 
and Traffic Publishing Corp., died 
here Nov. 6. From 1939 to 1943 he 
served as president of the Printers 
League, which represents union 
shops affiliated with the New 
York Employing Printers Associa- 
tion. 


RUSSELL LEONARD 

BROOKLINE, Mass.—Russell G. 
Leonard, 61, president and. trea- 
surer of Pepperell Mfg. Co., died 
here Nov. 6. He had served with 
the company for 25 years and was 
regarded as a pioneer in modern 
textile merchandising. He was a 
past president of the National As- 
sociation of Cotton Manufacturers, 
and a former vice-president of the 
Cotton Textile Institute. 


Durk Opens NY Office 

Durk Advertising Agency, White 
Plains, N. Y., has opened a branch 
office at 55 W. 42nd St., New York. 
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Weaver Heads 
NBC Video; Net 
Is Reorganized 


New YorK—First major step in 
the long-expected separation of 
radio and video operations of the 
National Broadcasting Co. was 
made last week with the appoint- 
ment of Sylves- 
ter L. (Pat) Wea- 
ver, TV vice- 
president, to head 
the new NBC tel- 
evision organiza- 
tion. 

This announce- 
ment by NBC’s 
new president, 
Joseph H. Mc- 
Connell, made of- 
ficial a move 
which generally 
has been expected since Booz, Al- 
len & Hamilton completed its an- 
alysis of NBC’s operations. 

Under the new setup, Mr. Wea- 
ver, who left Young & Rubicam a 
few months ago to become a net- 
work vice-president, reports di- 
rectly to Mr. McConnell. 


Pat Weaver 


w Still to be named are two more 
executives on a level with Mr. 
Weaver, one to head the sound 
broadcasting organization and the 
other to direct owned and oper- 
ated stations (AM and TV) ac- 
tivities. Charles R. Denny, NBC 
executive vice-president and for- 
mer chairman of the Federal Com- 
munications Commission, is ex- 
pected to be the choice for top ra- 
dio man. 

One name mentioned as a pos- 
sibility for the other job is that of 
James Gaines, present manager of 
owned and operated AM stations. 


# Four major appointments made 
by Mr. Weaver in the television 
organization are: 

Carleton D. Smith, director of 
television operations, who contin- 
ues in that position. 

Frederic W. Wile Jr., former as- 
sistant to Mr. Weaver, becomes di- 
rector of production. 

George H. Frey, eastern sales 
manager for radio and video, be- 
comes director of sales for video. 

Norman Blackburn, former tele- 
vision national program director, 
has been transferred to Hollywood 
to direct TV operations there. His 
first assignment: Development of 
TV program formats for Hollywood 
performers. 


ws Departments to be grouped un- 
der Mr. Smith include: Controller, 
headed by J. R. Myers; film syn- 
dication, Russell Johnston; pro- 
duction services, Fred Shawn; sta- 
tion relations, Sheldon B. Hickox 
Jr.; and technical operations, Rob- 
ert E. Shelby. 

Mr. Wile will supervise the fol- 
lowing departments: New program 
development, headed by Fred Coe; 
talent, Carl Stanton; program pro- 
duction and continuity acceptance. 

Mr. Frey will direct time sales 
with Edward Hitz, formerly assist- 
ant director of network sales, as 
eastern sales manager; Eugene 
Hoge, of the Chicago sales staff, 
as midwestern sales manager, and 
Robert W. Sarnoff, formerly na- 
tional manager of program produc- 
tion, as head of program sales. 


McCann Names Anderson 


Frederick Anderson, formerly 
vice-president of Compton Ad- 
vertising, has joined McCann- 
Erickson, New York, as director of 
radio-television plans. Mr. Ander- 
son worked on the Procter & Gam- 
ble account at Compton for eight 
years. Account supervisor on Ivory 
for the last three years, he pre- 
viously was account executive on 
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Wisconsin Ad Managers Elect 


Freeman Von Schrader, Eau 
Claire Leader, has been elected 
president of the Advertising Man- 
agers Association of Wisconsin 
Daily Newspapers. Other officers 
are: Al Nequette, Beloit Daily 
News, Ist vice-president; Art Hall, 
Milwaukee Journal, 2nd vice-pres- 
ident; Wm. Mitchell, Rhinelander 
News, 3rd _ vice-president; and 
James Werner, Janesville Gazette, 
secretary-treasurer. 


Burke Appointed V. P. 


John T. Burke has been ap- 
pointed vice-president in charge of 
new business of Chambers & Wis- 
well, Boston agency. He joined the 
agency in 1946 and has been en- 
gaged in sales and new business 
activities. 


DIRECT MAIL COPY 
iS OUR BUSINESS! 


Advertising agency copy writers are 
trained to write to masses. The 
direct mail copy writer is trained to 
write to one person at a time. We are 
direct mail copy writers. What's your 
roblem? Les L. Finkle, Advertising, 257 
th Spring, Los Angeles, 12, Calif. 


Jetbrush Starts Campaign 
Jetbrush Corp., San Diego, Cal., 
maker of a toothbrush with the 
toothpaste tube in the handle, has 
launched a national campaign 
through Short & Baum, Portland, 
Ore. Ads are appearing in Esquire, 
House & Garden, New York Times 
and Sunset, and plans call for ex- 
pansion of the schedule later. 


‘Flair’ Names Small 

Lee Small, formerly in the Chi- 
cago office of Curtis Publishing 
Co., has been appointed western 
advertising manager of Flair, with 
headquarters in Chicago. Mrs. 
Carolyn Stanton, formerly with 
Seventeen, also has been added to 
this office. 


Dot's Moves to 47th St. 

Dot’s Inc., photographic manu- 
facturer of screened halftone prints, 
has moved from 1153 Sixth Ave. 
to new and larger quarters at 115 
W. 47th St., New York. 


KSON Joins Station Group 
KSON, San Diego, has joined the 
Southern California Broadcasters 


Association as its 44th member. 
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Product Design & Development: 
carried more advertising than 
any previous issue... 


HERE IS THE RECORD STARTING 
OUR FOURTH YEAR: 
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PUBLISHED BY FRANKLIN H. JOHNSON, 
New York 17, N. Y. 
Telephones: Eldorado 5-7011, Plaza 9-2536 


Medical Group 
Takes Its Fight 
to Local Level 


Cuicaco—As more than 250 
physician executives and lay pub- 
lic relations directors of state med- 
ical societies met here last week 
for the second annual American 
Medical Association public rela- 
tions conference, one fact predom- 
inated—the AMA fight against 
government health insurance will 
take place at the local level. 

Gone were many of the glowing 
generalities and much of the view- 
ing with alarm which has char- 
acterized many meetings of pro- 
fessional medical groups in the 
past. 

The doctors and their public re- 
lations counselors talked case his- 
tories for two days, telling about 
successful public relations pro- 
grams and mistakes with equal 
candor. 


s In the final speech on the pro- 
gram, Averell Broughton, presi- 
dent, Public Relations Society of 
America, epitomized the new at- 
titude with his comment: “The 
best answer to one pressure group 

.is another pressure group. But 
while it is the army that moves, 
it is the individual who fights, and 
it is the many little campaigns 
that win the big campaign.” 

These “little campaigns” will 
continue to use a variety of tech- 
niques—depending on the local 
problems. 

Dr. McKinnie Phelps, Denver, 
for example, told how deteriorated 
relations between the medical pro- 
fession and the press in Colorado 
had been corrected through a ser- 
ies of “brutally frank and honest” 
dinner meetings with working 
newspaper men and women, and 
the establishment of a group of 
county medical spokesmen author- 
ized to answer inquiries made by 
the press. 


“Essentially,” he said, “news is 
neither suppressed nor censored. It 
is rather encouraged, but chan- 
neled through devices which see to 
it that the news is accurate.” 

Dr. George H. Garrison, presi- 
dent, Oklahoma State Medical As- 
sociation, told the group how es- 
tablishment of a grievance com- 
mittee “to correct misunderstand- 
ings and abuses which the patients 
believe have occurred” had im- 
proved relations not only with the 
public but also with newsmen. 

Best statement of the new AMA 
policy came from Dr. A. E. Cardle, 
Minneapolis, who said: “Five 
years ago a conference like this 
would have produced many an un- 
favorable reaction. ‘Commercial- 
ism,’ we would have said. ‘Lower- 
ing of ethical standards. Selling 
medicine like soap.’ 

“We have an important message 
to give the public now,” he con- 
tinued, “and we cannot overlook 
the media by which we communi- 
cate this message. 

“I do not mean that we should 
be hypocritical or servile in seek- 
ing the cooperation of the press 
and radio. They would be the first 
to detect and expose any lack of 
sincerity on our part. But, we 
should deal with them fairly and 
honestly, giving out information 
that is reinforced with facts.” 


Named V.P.s of Agency 


Louis M. Cottin and John J. 
Gronfein, partners of the former 
Louis M. Cottin Co., New York, 
which has been merged with the 
Gordon & Rudwick agency (AA, 
Nov. 7), have been elected vice- 
presidents of G&R. Mr. Cottin will 
head merchandising and Mr. Gron- 


fein has become an account execu- 


' tive. 
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PUMPKIN PIE, DRESSED UP—American Dairy Association, Libby, McNeill & Libby 
and General Foods, respectively, will run the three advertisements above in a joint 
pumpkin pie promotion. The copy on the left is scheduled for The American Weekly 
and Better Homes & Gardens; the center ad will run in Life and the ad at right is 
set for Better Homes & Gardens, Capper’s Farmer, Country Gentleman, Good House- 
keeping, Ladies’ Home Journal, Progressive Farmer and Woman’s Home Companion. 
Pillsbury Mills and General Mills also are tying in with the pumpkin pie-evaporated 
milk-whipped cream promotion. 


Ice Industries 
Seeking $500,000 
Fund for Promotion 


WaASHINGTON—The National As- 
sociation of Ice Industries is out 
to raise a $500,000 advertising and 
publicity fund this week, when 
members assemble at the Hotel 
Commodore in New York to mark 
the 100th anniversary of “the first 
practical ice making machine in 
the country.” 

According to the association, the 
first ice machine was developed 
in 1850 by Dr. John Gorrie, a Flor- 
ida physician who was seeking a 
way to air-cool hospital rooms to 
alleviate suffering of malaria and 
yellow fever patients. 


@ During 1949, the association is 
operating with a $275,000 adver- 
tising budget. In addition to a list 
of grocery and beverage publica- 
tions, it has had monthly insertions 
in Ladies’ Home Journal, Woman’s 
Home Companion, Better Homes 
& Gardens, The Saturday Evening 
Post, Pathfinder, Good Housekeep- 
ing and Life. Its agency is Donahue 
& Coe. 

For its 100th anniversary cele- 
bration, the association already 
has commitments of $300,000 from 
some of its members and support- 
ers, according to Francis X. Tim- 


mons, director of advertising and | gums 


publicity. It is asking ice companies 
to come in on the basis of a con- 
tribution of 3¢ a ton on 1948 ton- 
nage. 

Media lists for the 100th an- 
niversary series are still open, Mr. 
Timmons said, pending the out- 
come of the fund raising drive. 
The 1950 copy theme drives for 
new consumer markets, particular- 
ly among picnickers and owners 
of mechanical refrigerators. 

The association estimates that 
there is a potential market of 11,- 
000,000 tons annually for cubed 
and crushed ice for picnic and 
party purposes. Total 1948 sales 
were 47,000,000 tons—15,000,000 of 
it for home use. 

The story of Dr. Gorrie’s ice 
machine will be publicized widely 
during the year. 


To Bermingham Agency 

Virginia Maid Hosiery Mills, 
Pulaski, Va., has appointed Berm- 
ingham, Castleman & Pierce, New 
York, to handle advertising in 
fashion magazines and newspapers. 
Houck & Co., Roanoke, Va., for- 
merly had the account. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Re eer netion- 
ly v fe: Burn-Smith 
‘o., Inc. 
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Get This New 1949 
Consumer Survey of the 


3 Sa ' 
by: = ROCKFORD MARKET | 


Just off the press. . 

survey of “How Rockford Consumers Buy” is a study 
of buying habits, brand preference, ownership, and dealer 
distribution in numerous classifications. Get the facts on the 
market that has consistently led all Illinois cities in percentage 
gains on retail sales and services. 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


. the fourth annual 


Send for free copy today. 
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25 Producers 
ake Most TV 
pots: Ross 


Study Shows Most Cost 
$1-7,500; 1,537 Used 
TV from Sept. 19-25 


New YorK—Fewer than 25 pro- 
jucers are making most of TV’s 
iim commercials, with prevalent 
ids ranging from $1,000 for live 
action to $7,500 for stop motion, 
according to the latest Ross Report 
on Television. 

Among the companies which 
Jallace A. Ross, publisher of the 
report, credits with having the 
lion’s share of the business are: 
Animation House (New Ro- 
helle), Archer Productions, Audio 
Productions, Louis DeRochemont 
Associates, Jerry Fairbanks Inc., 
Film Graphics, Hile-Damroth, Jam 
Handy Organization, Ben Har- 
ison, Loucks & Norling, Ted 
iemeth Studios, Pathescope Co. of 
America, Pictura Television Asso- 
iates, Sarra Inc., Screen Gems, 


rn Fletcher Smith Studios, Sound 
-. pplasters, Special Purpose Films, 
- Transfilm, 20th Century Fox Film 

orp., Wilding Picture Sales Corp., 
at jepnd Caravel Films. 


All these producers, except Ani- 
mation House, have offices in New 
fork. Many of them also have of- 
fices in other cities. 


Mr. Ross, in preparation for this 
eport, made an analysis of N. C. 
Rorabaugh’s September figures on 
elevision advertising, and con- 
acted advertising agencies, pro- 
lucers and stations for additional 
lata. The Ross organization also 
nonitored all TV spots on all New 
York stations during the week of 
bept. 19-25. 
rs. @ In the analysis of costs of com- 
yr- Mmercials, Mr. Ross pointed out 
hat Lucky Strike, Electric Auto- 
ite, Rheingold and others have 
aid between $5,000 and $7,500 for 
heir 20-second or minute spots, 
A] Mtilizing the expensive stop mo- 
ST ion techniques. Charges for full 
imation and partial animation 
ange from $2,500 to $6,000, he 
‘one Maid. 
“The least expensive commercial 
s that employing live actors or 


dvertising Age, November 14, 1949 


Silane ars eri a a 


Nielsen-TV-Rating for New York Area 
(50-Mile Radius) 
Top Ten Evening, Once-A-Week Programs 


October, 1949 
All figures copyright by A. C. Nielsen Co. 


% TV Homes Using 
sa” ae Time) 


Rank Program Number of Homes Homes* Radio 
Broadcasts % (000) % % 

1 Texaco Star Theater (4) 74.9 557 $3.2 7.2 
2 Toast of Town (4) 52.6 391 73.7 7.8 
3 Talent Scouts (4) 46.1 343 69.6 7.8 
4 Fun for All (4) 39.0 290 72.7 12.2 
5 Philco TV Playhouse (4) 38.3 285 71.0 5.2 
6 Fireside Theater (4) 38.1 283 76.9 7.3 
7 The Goldbergs (4) 38.0 282 71.3 6.5 
8 Suspense (4) 37.7 280 73.9 5.1 
9 Ford Theater (2) 36.4 270 74.6 6.2 
10 Cavalcade of Stars 4) 35.3 5. 6.9 


( 262 65.8 
*Number of homes is obtained by applying the rating (%) to 743,000—the Oct. 1, 1949, NTI 
estimate of total TV homes in the New York area. 


MILTON LEADS, AS USUAL—A. C. Nielsen Co.’s second New York area TV rating 
report, which covers shows telecast two or more times during the four weeks. ended 
Oct. 22, shows Milton Berle’s Texaco program in the top spot again. The average 
amount of viewing per TV home per evening for 28 evenings was two hours and 


48 minutes. 


Radio usage during the telecast time ranged from 5.1% to 12.2% 


while video usage ranged from 65.8% to 83.2%. 


puppets in product demonstration. 
However, it, too, requires a pro- 
duction schedule of from two to 
six weeks, uses a six to eight-man 
camera crew, various settings, re- 
hearsal stages, film stock—adding 
up to a total cost usually between 
$1,000 and $2,500,” it was said. 


s Rorabaugh’s report for Septem- 
ber showed a total of 1,537 ad- 
vertisers—74% of which were buy- 
ing spots. The total number of TV 
sponsors jumped 500% in a year. 
(Rorabaugh’s study covered 76 
stations in 43 markets.) Of Sep- 
tember’s total, 59 were network 
advertisers, 337 national-regional 
spot advertisers and 1,141 local- 
retail advertisers. 

Listed as “most active spot ad- 
vertisers” by Mr. Ross (on the ba- 
sis of Rorabaugh’s findings) were: 
Lucky Strike—40 stations; Olds- 
mobile—36; Ronson—32; Brown & 
Williamson—31; Borden—30, and 
American Cigar & Cigaret Co.—30. 
Bulova had time signals in 32 out 
of 43 markets and Benrus was buy- 
ing announcements in 24. 

Some 452 spots were counted on 
all New York stations during the 
week of Sept. 19-25. Stations 
shared as follows, according to the 
report: WABD, 141; WCBS, 103; 
WNBT, 82; WPIX, 66, and WJZ- 
TV, 60. Chevrolet, Borden, Trans 
World Airlines and Lucky Strike 
spots were seen on all stations. Six 
other companies were using selec- 
tive television on four outlets. 


s A noteworthy amount of dealer 
funds seems to be going into tele- 
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First 10 months figures show Field & 
Stream still surpasses all other sportsinan’s 
magazines in advertising linage! 


FIELD & STREAM MUD 


i of advertising* a 


FIELD @ sr 
REAM 
CARR, 
Ep 


more 
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T 
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*Advertising linage of the three leading sportsman’s magazines for the 
first 10 months of 1949, as compiled by Printers’ Ink. 


AMERICA’S NUMBER ONE SPORTSMAN’'S MAGAZINE 


HieldeS 


Point-of-sale for more than 700,000 top-flight sportsmen! 


vision. Leaders in this respect are: 
RCA Victor, 25 markets; Chevrolet, 
22; Ford, 20; Philco, 18, and Dodge 
and DeSoto-Plymouth, 18. 

The report cited Los Angeles as 
the area doing the most outstand- 
ing local sales job. With six sta- 
tions on the air, Los Angeles had 
193 advertisers in September, 115 
of which were local clients. New 
York, also with six stations, was 
runnerup. Some 178 advertisers 
were buying time on the New 
York outlets, but only 38 of them 
were local. 

“However, Los Angeles charges 
were $25 per minute, while New 


York charged $250,” Mr. Ross 
commented. 
Schedules Gift Show 


The 30th California gift show, 
semi-annual event staged by the 
Los Angeles Trade Fair Inc., non- 
profit affiliate of the Chamber of 
Commerce, will be held Jan. 22- 
27. The show will be housed in 
the Merchandise Mart, the Brack 
Shops, the Biltmore and Alexan- 
dria hotels, and individual show- 
rooms. 


Cardwell Joins ‘Cue’ 

Creed Cardwell, formerly with 
What’s New in Home Economics 
and Barron’s Weekly, has joined 
the advertising staff of Cue, New 
York. 


dai, VE 


N. Y. Admen Will 


Honor Audit Bureau 


New YorK—Lee H. Bristol, pres- 
ident, Bristol-Myers Co., and 
Thomas D’Arcy Brophy, chairman 
of the board, Kenyon & Eckhardt, 
will be the principal speakers at 
a luncheon Dec. 1 in tribute to the 
Audit Bureau of Circulations upon 
its 35th anniversary. 

The publishing and advertising 
men of New York are sponsoring 
the luncheon, which will be held 
in the Grand Ballroom of the Wal- 
dorf-Astoria. 

The committee in charge of ar- 
rangements includes: 

Ben Duffy, Batten, Barton, Durstine & 
Osborn, for advertising agencies; Philip 
Zach, Capper Publications, for agricultural 
publications; James G. Lyne, Simmons- 
Boardman Publishing Corp., for business 
publications and industrial advertisers; 
Roy E. Larsen, Time Inc., for magazines; 
Robert M. Gray, Esso Standard Oil Co. of 
New Jersey, for national advertisers; Ed- 
win S. Friendly, New York Sun, for news- 
papers; Vincent J. Kelley, Jann & Kelley, 
for newspaper representatives; and 


Charles C. Green, New York Advertis- 
ing Club. 


Sponsors of the luncheon 
clude: 

Frederick Kendall, Advertising Agency; 
Albert E. Winger, Crowell-Collier Pub- 
lishing Co.; Elon G. Borton, Advertising 
Federation of America; Paul West, Asso- 
ciation of National Advertisers; Arch 
W. Crawford, National Association of 
Magazine Publishers; William E. Robin- 
son, New York Herald Tribune; Frank 
Braucher, Periodical Publishers Associa- 
tion; A. W. Kohler, Curtis Publishing Co.; 
Fred Gamble, American Association of 
Advertising Agencies; and Bernard Dolan, 
National Industrial Advertisers Associa- 
tion. 


Riders Ltd. Formed 


Riders Ltd., manufacturing 
chemist, has been formed at 7234 
Varna Ave., North Hollywood, Cal. 
The organization offers service in 
manufacturing, filling, labeling, 
packing and shipping of standard 
pharmaceuticals, cosmetics and 
specialties. In addition the com- 
pany will serve as advertising 
counsel, and offer label guidance 
and sales promotion. 


in- 


Appoints Arthur Agency 


Ruth I. Arthur, Providence, R. 
I., agency, has been named public 
relations counsel for the Rhode 
Island chapter of the American 
Institute of Architects. 


SUCCESSFUL NATIONAL ADVERTISERS 


RETAIL FOOD SALES 43% ABOVE NATIONAL 


1. More than 200 famous diversified industries stabilize 
Canton, Ohio payrolls. Nine of the world’s largest 


in their fields are here. 


2. Canton is the center of Ohio’s greatest rural popu- 


lation. 


3. A one-newspaper market with buying habits of 94,000 
families influenced daily and Sunday by The Canton 
Repository. Call Story, Brooks and Finley to explain 
why Canton is one of the best test markets in the 48 


*Sales Management Survey 
of Buying Power, 1946, 
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Browne Vintners Launches 
Capt. Morgan Jamaica Rum 


Newspapers and business papers 
are being used by Browne Vint- 
ners Co., New York, liquor distrib- 
utor, to herald first shipments of 
Captain Morgan Jamaica rum to 
this country. Initial distribution 
will be confined to metropolitan 
New York and upstate New York 
areas. 

Captain Morgan rum is distilled 
by Captain Morgan Rum Distil- 
lers, Jamaica, B. W. I. Never on 
American markets heretofore, dis- 
tribution will be widened when 
supplies are increased. Roy S. Dur- 
stine Inc., New York, handles the 
account. 


To Anderson, Davis & Platte 


Rolls Razor, New York, has 
shifted its advertising to Ander- 
son, Davis & Platte, New York. 
Dorland Inc., New York, pre- 
viously handled the account. 


Miller Adds PR Department 


Miller Advertising Agency, New 
York, has added a public relations 
department, with Gene Schneider 
in charge. 
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complimentary copy 
of “MARKET TESTistics” to 


Sawyer Ferguson Walker*Compony 
60 East 42nd Street, N. Y. 17 


ROANOKE 


TIMES AND WORLD NEWS 


ROANOKE ° VIRGINIA 


SAWYER + FERGUSON * WALKER CO. 


National Representatives , 
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Anti-Histamines 


All Set to Stop 
Nation's Sniffles 


(Continued from Page 1) 
the use of every type of advertis- 
ing medium as soon as national 
distribution catches up with the 
demand. 

Union reported that it has the 
eastern market supplied and is 
working around the clock to pro- 
duce 30,000,000 cold preventive 
tablets a week. 


@ Present plans call for Inhiston 
magazine advertising ads in Jan- 
uary, although Jack Beal, vice- 
president in charge of advertising 
for Union, admitted that some 
magazines might carry pages in 
December. 

Union will use full pages without 
color for most of its magazine ad- 
vertising. As for radio, Sunday 
supplements and outdoor advertis- 
ing, Mr. Beal said that Union must 
gear its future plans to Inhiston’s 
increasing distribution and that no 
definite plans have been set other 
than the intention to use every ma- 
jor advertising medium. 

Union has put most of its pro- 
duction into the manufacture of 
a 12-tablet package of Inhiston, re- 
tailing at 39¢. Orders for the 
purse-size package are being 
filled within 6 to 12 hours after be- 
ing received, but a two-week back- 
log on the larger bottle-size In- 
histon retailing for 98¢ promises 
to push production schedules for 
the next few weeks. 

All orders thus far have been re- 
ceived by telephone and telegraph, 
and Union is flying Inhiston ship- 
ments to wholesalers and retailers 


in territories west of Philadelphia. 


se Commenting on the Inhiston 
campaign, Elliott A. Bowles, Un- 
ion president, disclosed campaign 
strategy during its early prepara- 
tion by Union’s agency, Cecil & 
Presbrey. 

“The security that was main- 
tained by the agency, and by the 
people at Union’s plant who knew 
our plans, was amazing and grati- 
fying. At least ten persons were 
aware of our determination to be 
first in the market with an over- 
the-counter cold-preventive tablet, 
but the secret was well kept,” he 
said. 

“Cecil & Presbrey was selected 
because of its outstanding record 
in general product advertising in 
all media, its knowledge of drug 
field merchandising, and its suc- 
cess in the introduction of revolu- 
tionary new products, including 
Amm-i-dent toothpaste.” 

When questioned as to whether 
Union would spend $1,000,000 a 
year to promote Inhiston, Mr. 
Bowles said, “I would call that a 
modest guess.” 


s Simultaneously with the intro- 
duction of Union’s entry came An- 
ahist, produced by the Anahist 
Co., Yonkers, N. Y. Although nosed 
out on announcement copy in New 
York newspapers, Anahist had ef- 
fected national distribution and 
had introduced its cold stopper to 
the trade first. 

Except for the West Coast, An- 
ahist had its anti-histamine pills 
in the hands of wholesalers and 
chains by Oct. 22 and had broken 
advertising with distribution. 

A spokesman for Anahist told 
AA that reports from chains al- 
ready have shown that the cold 
pills here cut deeply into the sale 
of aspirin and other medicines de- 
signed for the treatment and cure 
of colds. 


The SAN DIEGO 


Dept. Store 
lineage 


UNION and TRIBUNE-SUN gives national 
advertisers the opportunity to concentrate their 
advertising dollars! Less money does a bigger 
selling job because of dominant coverage of the 
market. Local Department Stores know this fact. 
That’s why 80.8% of their advertising goes into 


just ove buy... the 
San Diego Union and 
Tribune-Sun. You will 
do well to make just 
one buy in San Diego! 


The UNION and TRIBUNE-SUN 


carried 4,768,579 lines of 
Department Store advertising 
in 1948 ... 80.8%... a guide 
to your spending. 


Ask the West-Holliday Man! 
News with Partiality to None 


San 


and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle - Portland « San Francisco + Los Angeles 


Advertising Age, November 14, 1949 


FOUR HEADS—In Detroit the annual meeting of the Michigan Council of the Am- 

erican Association of Advertising Agencies brought together James W. Young (left), 

J. Walter Thompson Co., president of the Four A’s in 1926-27; Guy C. Smith, Brooke, 

Smith, French & Dorrance, chairman of the board in 1941-42; Henry T. Ewald, Camp- 

bell-Ewald Co., chairman in 1932-33; and Clarence B. Goshorn, Benton & Bowles, 
the present chairman. 


Anahist (through Foote, Cone 
& Belding) is scheduling spot tele- 
vision and radio announcements 
and is making plans for a major 
network radio show, but company 
spokesmen have shrouded plans for 
future’ radio promotion with sec- 
recy for the time being. 

Anahist’s current budget for ad- 
vertising has been reported at 
more than $1,000,000, with full- 
page newspaper insertions sched- 
uled for 167 cities and television 
and radio plugs for 85 cities. Full- 
page magazine ads will appear 
next month. 

Whitehall Pharmacal Co., New 
York, ranks third, with shipments 
of Kriptin going out on a national 
basis at the present time. White- 
hall has launched newspaper and 
network radio advertising via 
Duane Jones Co. 


a In fourth place, Grove Labora- 
tories, St. Louis, long a manufac- 
turer of Grove Four-Way Cold 
Tablets, promises that its entry, 
Antamine, will be ready within a 
few weeks. 

Edwin W. Grove, president, told 
AA that Grove salesmen are now 
taking orders for Antamine and 
that forthcoming promotion will 
consist mostly of newspaper ads 
and television. He said no agency 
has yet been assigned on the pro- 
duct. 

“We held off until we were sure 
we had the best there is” among 
the anti-histamines for colds, Mr. 
Grove said. “We’ve accomplished 
lots of research and development 
and feel we will end up on top.” 

Miles Laboratories, Elkhart, Ind., 
told AA Friday it has “no definite 
plans as yet” to sell an anti-cold 
histamine. 

Bristol-Myers has announced 
that its anti-histamine bid will be 
advertised through Kenyon & Eck- 
hardt, New York, but agency of- 
ficials are quiet concerning all de- 
tails of the product, including its 
name. 


a In New York the National Bet- 
ter Business Bureau has been de- 
luged with questions and com- 
plaints from its members, media, 
affiliated bureaus and the public, 
concerning the anti-histamine in- 
novation. 

“National Better Business Bu- 
reau is investigating the entire 
subject of copy claims for cold 
preventives with the intention of 
issuing recommendations,” Ken- 
neth B. Willson, operating man- 
ager, declared. 

The latest report indication from 
the American Medical Association 
of its attitude on treatment of com- 
mon colds is an unsigned answer 
to a query on the subject in the 
Journal of the AMA Oct. 8. 

The statement is made therein 
that “authoritative medical opin- 
ion supports the view that no sub- 
stance or combination of sub- 
stances available at present can be 
relied on to prevent or cure the 
common cold.” 

No reference is made to anti- 
histamines. 


4A’sand ANA 
Tell BMB What 
Data They Need 


New YorK—One of the ques- 
tions of the moment in the radio 
industry is the future of the Broad- 
cast Measurement Bureau. Al- 
though it is not known what steps, 
if any, the National Association of 
Broadcasters will propose to in- 
sure the continuance of the tri- 
partite measurement organization, 
the broadcasters will begin their 
deliberations with a fresh endorse- 
ment of the need for BMB on hand 
from the other sponsoring groups— 
American Association of Advertis- 
ing Agencies and the ANA. 

The Four A’s has sent a resolu- 
tion to the BMB emphasizing the 
need for “standarized, authenti- 
cated, comparable, continuing au- 
dience measurements of the broad- 
casting medium,” which informa- 
tion “becomes more useful and ac- 
ceptable when validated by a body 
representing all three elements in 
the broadcasting-advertising in- 
dustry.” 


a The resolution characterized 
Study No. 1 as a “good first step” 
and predicted that Study No. 2, 
the first data from which is to 
be published by the end of the 
year, will be “even more compre- 
hensive and useful, though we re- 


gret strongly that a larger num- 
ber of broadcasting stations hae 
not yet subscribed to the servic: .” 

“The BMB measurement gives a 
basic type of information for use 
in conjunction with other data 
radio listening. No other study or 
combination of studies duplicai +s 
BMB or can be substituted for ¢. 

“It approximates the inform )- 
tion we now have availabe 
through ABC and TAB in the pu )- 
lication and outdoor fields. We rv- 
gard it as highly possible and de- 
sirable that additional resear:h 
information could be made avail- 
able through this same organiza- 
tion—but we believe this extension 
of service should be an evoluticn- 
ary development, depending upon 
the requirements, the developmen: 
of techniques and the necessary 
financing. 

“We do not feel this additiona! 
information or service should be 
specified or spelled out at this 
time. It must come, if and when 
it comes, as a natural growth to 
fill a definite need.” 


ws The Association of National Ad- 
vertisers did indicate, in answer 
to a request from BMB, the “re- 
search needs” which it felt the bu- 
reau should serve. The resolution 
from the group, representing the 
companies which pay radio’s pro- 
gramming bills, said the “area cov- 
ered by a station” is the category 
which must be measured. 

In greater detail, the ANA said 
it needs coverage data on “the 
number and percentage of homes 
that listen to a station according to 
(1) small geographic areas—cities, 
counties, etc.; (2) number of days 
a week the family listens; (3) time 
of day—daylight and dark; (4) 
time of year—summer-winter var- 
iations in coverage.” 

Study No. 2 will cover the first 
three of these points. 

“This type of data indicates the 
total potential audiences to sta- 
tions in the United States, and is 
essential to the efficient buying 
and selling of radio and television 
time. An advertiser needs to be 
told, with accuracy, how com- 
pletely his radio campaign will 
blanket the cities and counties in 
his sales territories,” the state- 
ment said. 


Mengel Names Ludgin 


The furniture division of Menge! 
Co., Louisville, has placed its ad- 
vertising with Earle Ludgin & Co., 
Chicago. 


Dorit Lot the BIG ONES get 


Netting sales? You'll do better 
the pages of TRANSPORT TOPICS, 
only ABC paper devoted to trucki } 
Motor freight is big business. Mo! - 
freight carriers spend nearly two ! ‘- 
lion dollars a year on gas, tires, 
piston rings, spark plugs, brake lini 
batteries, replacement parts and to: 
Nine out of ten motor-freight carri ‘ 
read and prefer... 


Gransport Gopic 


The National Journal of the Motor-Freight Co °* 


Washington 6, D.C. 
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N. Y. Limit on 
Liquor Displays 
Arouses Admen 


(Continued from Page 1) 
dated Oct. 11 and takes effect 
March 1, with the effective date 
being deferred so that manufac- 
turers and wholesalers may dispose 
of present stock of specialties. Sub- 
division 3 previously had listed re- 
tail advertising specialties—such 
as trays, coasters, menu cards, meal 
checks, etc.—which manufacturers 
or wholesalers were permitted to 
give retailers, provided no one re- 
tail establishment received more 
than $25 worth of specialties dur- 
ing any calendar year. 


s Typical of industry reaction was 
that of Lester H. Scheiber, head of 
the Industry Council, composed of 
importers, wholesalers, and retail- 
ers, who said, “We see no justifi- 
cation for the repeal. The industry 
had asked that Rule 11 be ex- 
panded to include more specialties 
and the SLA turns around and 
eliminates them altogether.” 

SLA’s position on the matter, as 
explained by an authority spokes- 
man, was that the ruling had be- 
come unwieldly through the ne- 
cessity of adding to it all the time. 

“Every time some bright pro- 
motion man got a new idea,” he 
said, “he would come to the au- 
thority and get it okayed. Finally 
so many different ideas and con- 
ceptions were getting into the rul- 
ing that the authority got some- 
what out of patience and decided 
to repeai it altogether. 

“When the ruling was erased, 
many brewers and distillers pro- 
tested that the authority’s action 
would hamper their advertising 
and merchandising programs. And 
it is implied, though not directly 
stated, that the money which had 
formerly been appropriated for 
this sort of advertising might find 
iis way to the retailer in unfortu- 
nate fashion, making the enforce- 
ment of authority regulations more 
difficult. Because of all this, the 
authority called the hearing in Al- 
bany and it is possible, if the in- 
dustry can substantiate its conten- 
lions, that entirely new rulings 
will result.” 


«The matter of window-display 
material had become a sore spot 
with the authority since brewers 
had contended they should be 
granted bigger displays in grocery 
sores than were allowed in bars, 
because of a different type of sell- 
ng 

SLA agreed to this, but then 
whisky and wine groups began 
protesting and the proper concept 
f displays became a snarl. Also, 
signs were more and more mak- 
ing improper use of the device in 
ways which provided a service as 
we | as carrying the brand name, 
such as bearing baseball and foot- 
val schedules, mentioning tele- 
vison on the premises, etc. And 
ig:s were being used without 
r approval by SLA. 
Accordingly, disturbed by all 
practices, the authority has 
sed a ruling which restricts 
‘grs to a display of the brand 
han e, trademark or trademark in- 
‘igria. No elaborate effects are 
ible because the sign’s size is 
‘1m ted to 270 square inches. - 


pre 


pos 


"ne possibility of this drastic 
es riction is a major complaint of 
all sroups, particularly with ref- 
fre: ce to its effect on the concept 
fe. interior sign. 

_F + the brewers, who had more 
‘fev 1y in the matter, it can mean 
‘the limination of Rheingold Girl 


“isp .ys and others of this type. 
the distillers, though not al- 
{ to have signs in package 


Fy 
We 


stores in this state anyway, it can 
mean the end of all such ingenious 
promotions as the Four Roses cake 
of ice. The 270” limit was imposed 
on distillers before, but they got 
around this by making up a dis- 
play of several parts, each of about 
270”. 

The proposed ruling not only 
places the limit at 270 square 
inches but if the sign “is made up 
of two or more parts, the area of 
each part shall be included when 
computing the total.” 


ws Agency groups also, as typified 
by the Four A’s reaction, regard 
SLA’s move as a censorship of ad- 
vertising which could spread to 
other states. 

Presently, distillers have less 
difficulty in other states since, as 
one agency man put it bitterly, 
“other state liquor boards are con- 
tent to let the federal regulations 
set the pattern, but not this state.” 

Distillers also hope that a gen- 
eral clarification of the authori- 
ty’s rulings, thought by some to be 
chronically obscure, will come out 
of all this. On this matter, at least, 
SLA and the industry seem in 
partial agreement. 

Speaking in New York last week, 
before the Metropolitan Package 
Stores Association, John F. O’Con- 
nell, SLA chairman, admitted that 
confusion exists which should be 
removed. However, if that is so, in 
the opinion of some distillers this 
latest ruling and proposal seem 
a strange way to improve the sit- 
uation. 


ws While SLA spokesmen would 
give no real encouragement on the 
possibility of an entire revision of 
the protested rulings, one com- 
mented that “if the industry will 
only get together and decide what 
they want, there is a chance some- 
thing can be worked out.” 

Should the ruling affecting ad- 
vertising specialties stand, and the 
proposed ruling on window-display 
material go through, there seems 
little chance that the industry can 
secure a reversal of these by any 
means. 

According to an SLA attorney, 
such matters as the revocation of 
a license are reviewable by the 
courts, but not SLA activity of this 
kind. It is, of course, possible that 
a manufacturer would make atest 
case of the ruling enforcement. But 
this is most unlikely, he said. 


‘New York Sun’ Promotes 
Merahn and Homer 


The New York Sun has ap- 
pointed Lawrence W. Merahn, 
previously promotion manager, to 
the post of circulation manager. 
Entering the newspaper field as a 
reporter for the Brooklyn Eagle in 
1930, Mr. Merahn switched to the 
Evening Journal as promotional 
copy chief, later becoming promo- 


Edwin Homer L. W. Merahn 


tion manager of the New York 
Post. He joined the Sun eight years 
ago. Mr. Merahn is a past presi- 
dent of the National Newspaper 
Promotion Association and also of 
the New York Newspaper Promo- 
tion Managers Association. 

Edwin N. Homer, on the Sun’s 
staff for the past 14 years, has been 
named to succeed Mr. Merahn as 
promotion manager. Mr. Homer 
previously was assistant promo- 
tion manager. 


Names Chamberlin-Junk 


Chamberlin-Junk Advertising, 
Fort Wayne, Ind., has been named 
to direct the advertising of Free- 
land Sons Co., Sturgis, Mich., man- 
ufacturer of metal boats. 


Last Minute News Flashes 
St. Louis Agency Will Handle Magic Chef 


Str. Louis—American Stove Co. and its Cleveland agency, Meldrum 
& Fewsmith, last week parted ways amicably, the manufacturer of 
Magic Chef gas ranges having decided to shift the account to a St. 
Louis agency (to be announced next week). The company, which also 
makes commercial ranges and domestic oil ranges and heaters, has con- 
centrated all management, sales and advertising departments here. 


Mills Shepard Named McCall's Research Chiet 


New YorK—Mills Shepard, formerly director of reader research for 
McCall Corp., has been named director of research and will supervise 
all editorial and marketing research. He joined McCall in 1944 after 
having been director of marketing research for Dun & Bradstreet 
and vice-president of Daniel Starch & Staff. Donald West will continue 
in charge of market research for Redbook and other McCall Corp. de- 
partments. 


Test Opens on Eve Hair Conditioner 


New YorK—General Cosmetics Corp. has opened a test campaign on 
its Eve hair reconditioner with an 1,800-line ad in the Philadelphia 
Bulletin. The product is also being tested in New York state. J. M. 
Korn & Co., Philadelphia, is the agency. 


Continental Tests New Charter Oak Bourbon 


PHILADELPHIA—Continental Distilling Corp. has introduced a new 
Charter Oak bourbon whisky in several test markets, some in New 
England. National promotion, through Al Paul Lefton Co., awaits wider 
distribution of the new brand. 


‘Newsweek’ Appoints Lennen & Mitchell 


New YorK—Newsweek has named Lennen & Mitchell to handle its 
advertising account, effective Jan. 1. The account was formerly han- 
dled by Duane Jones Co. 


General Mills Airs New Show; Other Late News 


General Mills today (Nov. 14) begins airing the first half of “Mod- 
ern Romances” over ABC. Dancer-Fitzgerald-Sample is the agency for 
this Monday-through-Friday purchase. e Doyle-Dane-Bernbach Inc., 
New York, has added the women’s wear division of Colonial Mills. The 
agency already has the company’s men’s wear division. @ Phillips 
Packing Co., Cambridge, Md., through Aitkin-Kynett, Philadelphia, 
will sponsor “Easy Aces” on 15 DuMont television stations starting 
Dec. 14. 

William Hollins & Co., New York importer, has launched a drive pro- 
moting its Viyella shirts in The New Yorker. Hewitt, Ogilvy, Benson & 
Mather is the agency. e At press time, CBS-TV was hoping to com- 
plete a contract with Anheuser-Busch, St. Louis, for sponsorship of 
Ken Murray’s “Blackouts” for Budweiser. e Chester L. Thomson, who 
joined Calvert Distillers Corp., New York, in 1940 as a salesman and 
has been sales promotion manager since 1944, has been named sales 
promotion director, a new post. e The Advertising Council has received 
pledges from 60 business publications for a total of 440 pages for 1950 
in support of council campaigns. 

E. I. DuPont de Nemours & Co. will spend $500,000 on a spring ad- 
vertising and merchandising campaign to promote the merits of nylon 
paint brushes to the paint and hardware trade and consumers. Du- 
Pont, which sells the nylon bristles to brush manufacturers, will use 
two-color half-pages in seven magazines and four-page, two-color in- 
serts plus two-color spreads in four paint and hardware publications, 
through Batten, Barton, Durstine & Osborn, New York. e R. C. Allen 
Business Machines Inc., Grand Rapids, Mich., has bought the Wood- 
stock Typewriter Co. and about Feb. 1, 1950, will transfer production 
of Woodstock typewriters from Woodstock, Ill., to Grand Rapids. They 
will be sold under the R. C. Allen-Woodstock label. 


Boost Sales Effort, 
Dunnagan Advises 


Nation's Printers 
Los ANGELES—Car] E. Dunnagan, 


salesman in the printing industry 
were fully informed on this course, 
the total volume of printing in the 
U. S. would increase because, while 
we would still be selling competi- 
tively, we would be also selling 
creatively; we would be putting 


lithe U. S...an 


retiring president of Printing In- 
dustry of America, will tell the 
nation’s printers assembled here 
today that more emphasis needs to 
be put on advertising and selling if 
the U.S. is to maintain an expand- 
ing economy. 

“There is at the present time in 
impressive drive 
for increased emphasis on sales,” 
Mr. Dunnagan will report, “and 
there is a great opportunity for the 
commercial printing industry. As 
an industry, we produce materials 
which are required for the com- 
munication of ideas and selling. It 
is in our interest to maintain the 
emphasis on selling by every 
means at our disposal.” 

He charges the printing industry 
with failing to hustle on sales, em- 
phasizing that “we must ourselves 
learn how to communicate to our 
customers the advantages of 
printed salesmanship.” 


ws He warns the PIA that “we are 
not as sales minded as we might 
have been. The industry has lost 
some of its selling skills and needs 
re-training.” 

In this connection, he urges the 
use of PIA’s sales training guide, 
aimed at training creative sales- 
men. “I will venture that if every 


more ink on paper.” 

Mr. Dunnagan warns the indus- 
try of the danger implicit in the 
drive for greater postal revenues. 
“Until the concept of a Post Of- 
fice Department which is operated 
to serve our economy, even at a 
loss, is thoroughly sold, we can ex- 
pect that we will have to face this 
problem regularly,” he says. 

Mr. Dunnagan is head of Inland 
Press, Chicago. 


FREEMAN J. YOUNG 


New YorK—Freeman Jesse 
Young, 43, account executive with 
Kenyon & Eckhardt, died Nov. 8. 
After serving eight years with the 
Kroger Co., Cincinnati, in various 
merchandising and research ca- 
pacities, he was successively with 
the John F. Jelke Co., Chicago; 
Lever Bros. Co., Cambridge, Mass., 
and the Joseph Katz Co., Balti- 
more, before joining K&E last 
January. 


Appoints Walter C. Elly 


Canning Trade, Baltimore, has 
appointed Walter C. Elly Inc., New 
York, as eastern representative for 
advertising sales covering New 


York, New Jersey, Pennsylvania, | 


Delaware and the New England/ager of Burndy Engineering Co., 
states. 


Media Harnessed 
By Big Business, 


Quinn Charges 


Big Ad Appropriations 
Color Outlook, Former 
GE Executive Asserts 


WaASHINGTON—A former vice- 
president of General Electric who 
resigned “because of his convic- 
tions” told a House subcommittee 
investigating monopoly that “si- 
lence and partiality of the press 
and radio are contributing to the 
trend toward collectivism and the 
restriction of freedom.” 

T. K. Quinn, who has organized 
his own company—Monitor Equip- 
ment Co.—for the distribution of 
electric appliances, told investi- 
gators headed by Rep. Emmanuel 
Celler (D., N. Y.) that the facts 
about the growth of business “big- 
ness” are not clear to the public. 
He said: “A large part of the press 
and radio evidently proceeds on 
the assumption that its first duty 
is to monster corporations to which 
they look for support in advertis- 
ing appropriations.” 


a His statement recalled remarks 
of Chairman Celler Monday, in re- 
porting that a Fortune article on 
monopoly had been mailed by the 
committee for comment to a long 
list of newspaper and magazine 
publishers. 

Rep. Celler said the committee 
had been unable to obtain a single 
witness from the publishing in- 
dustry. 

Mr. Quinn told the committee 
that “misguided Communists with- 
in and without the country are not 
nearly so dangerous to the preser- 
vation of our political institutions 
as the growth from within of pri- 
vate economic statism.” 

He said the silence of the press 
and radio is in itself “blatant 
manifestation of the evil effects 
of concentrated economic power.” 


a Mr. Quinn submitted a program 
to control “bigness” through fed- 
eral chartering of corporations 
which dominate their industries, 
and mass assets of $100,000,000 or 
more. 

Under his plan, federally char- 
tered corporations would not be 
able to raise or lower prices with- 
out specific approval of the Fed- 
eral Trade Commission. Banks and 
insurance companies would be 
limited to resources no greater 
than $1 billion. 

“We must stop idolizing the 
monsters and their officials, who 
are the most effective collectivists,” 
Mr. Quinn said. “Stalin could take 
a lesson from these men who have 
absolute control of their organiza- 
tions,” he added, with the quali- 
fication that most business man- 
agers “are patriots at heart when 
they understand the issues.” 


DuPont Licenses Olin 
to Manufacture Cellophane 


E. I. DuPont de Nemours & Co. 
has licensed Olin Industries Inc., 
East Alton, Ill., to manufacture 
cellophane, following more than a 
year of negotiations. Olin will in- 
vest $20,000,000 in the venture. 

Under the terms of the agree- 
ment, DuPont agreed to license 
Olin under all its cellophane pa- 
tents, furnish full technical infor- 
mation and assist in the construc- 
tion of a plant that will handle ap- 
proximately 33,000,000 pounds of 
cellophane a year. DuPont has 
owned the patents and made all 
the cellophane. 


Burndy Appoints Price 


Adrian S. Price has been ap- 
pointed assistant advertising man- 


New York. 
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Sell, and Stop 
Worrying, Butter 
Makers Exhorted 


{Continued from Page 1) 
part of its annual $1,250,000 ad- 
vertising program. 

Full-color “Spread on the But- 
ter!” ads are now appearing, over 
the ADA signature, in The Am- 
erican Weekly, Ladies’ Home Jour- 
nal, The Saturday Evening Post 
and This Week Magazine, and but- 
ter also has won a tie-in, in other 
magazine ads this month, with 
Pillsbury’s pancake mix, Vermont 
Maid and Log Cabin syrups, Bis- 
quick and Niblets and Green Giant 
peas. 


a “Some people, such as National 
Biscuit, General Foods, Pillsbury 
and Minnesota Valley Canning, 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the Puget Sound Circle” 
—account for 55% of Washington 
State's total business volume. You 
must have fu// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


Write for latest circulation 
and coverage figures — 
or see 


SAWYER, FERGUSON, WALKER CO. 


show more enthusiasm about pro- 
moting butter than do some with- 
in the industry,” Mr. Richards 
commented. 

Butter manufacturers and allied 
food producers will give the pro- 
duct a real push next February and 
March, the ADA head reported, 
when ten national magazines will 
carry a score of butter and tie-in 
ads during the two-month drive. 
In addition, ADA will use radio 
and express posters, leading chains 
will support the campaign, and 
media will tie in with merchan- 
dising drives. 

Quoting the Chicago Tribune’s 
consumer panel in particular, Mr. 
Richards said surveys demonstrate 
that butter is beginning to gain 
some of the ground lost to its arch 
rival, margarine. 


ws In its fight againt “oleo,” the 
institute has by-passed national 
advertising to concentrate on pub- 
lic relations, in cooperation with 
the National Creameries Associa- 
tion and National Cooperative Milk 
Producers’ Federation. This ac- 
tivity, handled since April, 1948, 
by Hill & Knowlton Inc., is ex- 
pected to continue on an expanded 
scale next year. 

Bert G. Goss, vice-president of 
the public relations company, re- 
minded institute members that the 
combined advertising outlays of 
margarine manufacturers and their 
national association ranged from 
$3,000,000 to $6,000,000 annually 
during the five-year period end- 
ing in ’48. In contrast, he said, total 
advertising and promotional ex- 
penditures in behalf of butter by 
individual creamery manufacturers 
and their national association 
ranged from $300,000 to slightly 
more than $700,000 a year. 

Although both public opinion 
and the legislative situation have 
improved since °48, he said, the 
major crisis of the campaign will 
come in 1950. The Senate has been 


committed to an early vote on 
margarine legislation when Con- 
gress reconvenes in January. 


ws Taxpayers must be told, he 
added, that “handing over a big 
share of the butter market to oleo 
will force Uncle Sam to dip 
deeper into the treasury to sup- 
port butter prices”; that margarine 
is just the entering wedge for 
other “synthetic and imitation 
foods,” and that the 26 big mar- 
garine makers, who haven't spent 
millions “on yellow oleo as a phil- 
anthropic enterprise,” may be ex- 
pected to boost prices if they win 
control. 

Whatever the outcome of the 
January vote, Mr. Goss said, 
“dairy groups badly need to launch 
a soundly-conceived, long-term 
public relations and advertising 
program for butter,” with indi- 
vidual companies and cooperatives 
backing up association and group 
activities with their own promo- 
tion. 

Glen L. Ogle, vice-president 
and general manager of Ideal Pure 
Milk Co., Evansville, Ind., was 
elected president of the institute, 
succeeding Mr. Davidson. O. E. 
Droege, Swift & Co., was named 
vice-president and Russell E. Fifer 
was reelected executive secretary. 


Colonial Launches Drive 


Colonial Salt division of Gen- 
eral Foods has launched its fall 
drive with a special offer of a plas- 
tic hostess apron for 30¢ and a 
spout seal from a box of Colonial. 
The offer, good until the end of the 
year, is being promoted with two- 
column newspaper ads in key mar- 
kets. Benton & Bowles is the 
agency. 


Zenith Names Grigsby A. M. 

David H. Grigsby, manager of 
the sales promotion department, 
has been named advertising man- 
ager of Zenith Radio Corp., Chi- 
cago. 


Dollars 
on your 


doorstep 


This is Newsweek International —the U.S. 
Magazine of News Significance — printed in 
Paris and Tokyo and distributed throughout 
Western Europe, Africa, the Middle East, 
Japan, Korea and the Philippine Islands. 


This is your answer to the problem of reaching 
the key men* wherever your export markets 
lie. Newsweek reaches them—every week. 
It gives them what they seek most: news of all 


the world, 


correlated, explained, projected 


into the future. 


And because Newsweek is the U.S. magazine, 
it has wide and intensive readership among 


Americans, 
ernments, ECA and Diplomatic staffs, busi- 
nessmen, tourists. These keep in step with 
the news —and in step with your news if you 


Forexample...— 
68% 

of Newsweek 

readers in France 


display it. 


are administra-_ 


tive and operat-— 
ing. executives in 
_ business and in-— 
_ dustry. : 
i sd 


too — members of military gov- 


Your local Newsweek representative will be 
glad to give you full particulars. 


Newsweek Unternational 


European — Pacific 


CONFERENCE—Just before they asked business publishers to set up a voluntary 

space pool for Advertising Council campaigns at a New York meeting, here are 

John T. Whelan, general manager, Haire Publications; Nelson Bond, vice-president 

and director of advertising, McGraw-Hill Publishing Co.; and T. S. Repplier, pres- 

ident of the council. Mr. Bond is chairman of the business paper advisory committee 
of the council; Mr. Whelan is vice-chairman. 


Bond Asks Business 
Papers to Publish 
Ad Council's Ads 


New YorK—In a new move to 
increase the cooperation of busi- 
ness papers with the Advertising 
Council, Nelson Bond, chairman of 
the council’s business paper advis- 
ory committee and vice-president 
of McGraw-Hill Publishing Co., 
asked publishers gathered at a 
meeting here Nov. 4 to allocate a 
page a month to one of four coun- 
cil campaigns. 

By setting up an advertising 
pool, similar to the one in opera- 
tion with magazines, business pa- 
pers, Mr. Bond said, “can help 
their own clients and readers to 
sell tbe fruits of their industrial 
system more articulately. Thus 
business papers will further dem- 
onstrate their power and impor- 
tance to all industry. Business pa- 
pers can build their prestige with- 
in their own respective industries 
by taking leadership in sponsoring 
public service campaigns.” 


w The four campaigns selected are 
Fight Tubérculosis, Stop Accidents, 
United America and the drive to 
promote understanding of the 
American economic system. 

The copy was divided so that 
different campaigns were available 
for industrial and merchandising 
papers, and was prepared by the 
committee. 

Maj. Ben H. Namm, president 
and chairman of the board, Namm’s 


Inc., Brooklyn, addressed the meet- 
ing, called attention to the U.S. 
drift to socialism, and asked the 
publishers to “sell the truth about 
this country as well as goods.” 


Lester, Hankins, Silver Form 
Management Engineering Firm 


Bernard Lester, management 
consultant to a number of equip- 
ment manufacturers and author 
of “Sales En- 
gineering,” “Mar- 
keting Industrial 
Equipment” and 
“Applied Eco- 
nomics for En- 
gineers,” has 
formed a man- 
agement engi- 
neering concern 
with Frank W. 
Hankins and John 


A. Silver. The 
new company, Bernard Lester 
known as Les- 


ter, Hankins & Silver, will spe- 
cialize in the management, distri- 
bution and sales problems of man- 
ufacturers and distributors of ma- 
chinery, equipment and technical 
products. Offices are located at 
1605 Race St., Philadelphia, and 
140 Cedar St., New York. 

Mr. Hankins was formerly head 
of the marketing counseling con- 
cern, Hankins-Borie & Associates 
Mr. Silver was formerly executive 
vice-presideut and director of sales 
and advertising of F. J. Stokes Ma- 
chine Co., Philadelphia. 


Appoints Weiss & Geller 

Weiss & Geller, Chicago, has 
been appointed to handle the ad- 
vertising of Inland Steel Co., ef- 
fective Jan. 1. 
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Advertising Typographers and Printers 


520 North Dearborn Street, Chicago + Telephone WHitehall 4 71!! 
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Advertising in the Test Stage 


‘Sum’ Soap, with 
Sumozone, Bows 
in Rockford Test 


CHICAGO—Two young ex-service- 
men have plunged into the ultra- 
competitive soap market with a 
Rockford, Ill., test for their “triple 
action” washing compound, Sum. 

They hope the single-market 
merchandising and _ advertising 
campaign will lead soon to intro- 
duction of the new product in oth- 
er major areas, and eventual na- 
tionwide distribution. No dates 
have been set, however, for ex- 
pansion of the drive. 

Sum is manufactured by Sum 
Soap Inc., which was set up here 
earlier this year. Howard Conant 
is president of the Chicago com- 
pany, Joseph Einstein vice-pres- 
ident. McGiveran-Child Co., which 
took over the account last spring 
before Sum was introduced to the 
public, handles the campaign. 


s Prior to the Rockford inaugural 
last month, Sum Soap distributed 
packages of the new product and 
an already established soap to sev- 
eral hundred homes in Chicago, 
along with questionnaires asking 
housewives for their opinions about 
Sum’s usefulness. The survey dis- 
closed a 2 to 1 preference for Sum, 
over the unnamed but entrenched 
brand. 7 

Thus encouraged, the company 
started the Rockford test with a 
series of 56-line teaser ads in the 
Rockford Star and Register-Re- 
public, with three ads appearing 
daily for a week before the full- 
page smash announcement Oct. 27. 
In addition, 15-second station 
breaks and half-minute and min- 
ute-long commercials were aired 
daily via WROK. 


« The two-color newspaper page, 
an editorial-style ad headlined, 
‘Amazing new washing compound 
revolutionizes washday methods,” 
explained that Sum “is a remark- 
able combination of fine soap, wa- 
ter softener and activated Sumo- 
zone bleach.” Sumozone not only 
softens the water, housewives were 
told, but eliminates “ill smelling 
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WATER 


— TRIPLE ACTION 
WASHING COMPOUND 
buy SUM today 


‘BUY SUM TODAY’—That’s the advice 

suggested in most of the 5é6-line news- 

paper ads being used in the Rockford, 

lll., merket for Sum, new “triple action” 
washing compound. 


and dangerous chlorine bleaches.” 
Sumozone “actually bleaches white 
clothes and strengthens tub-fast 
colors at the same time in the 
same tub.” 

Sum, in a blue, green and white 
“family size’ package containing 
125% ounces, retails at 33¢. An in- 
troductory coupon in the page ad 
offered a dime saving over a ten- 
day period. 

The company followed the open- 
ing ad with a half-page one week 
later and plans quarter-page mes- 
sages, as well as continuing 56- 
line ads, during coming weeks. 
Radio also will be continued. 

Since distribution was started in 
Rockford, said Mr. Conant, the 
company has achieved more than 
70% coverage of all chain and in- 
dependent grocery stores in the 
area. 


ARMOUR DEVELOPS NEW 

‘BUTTER-MARGARINE’ 
Cuicaco—Armour & Co. has an- 

nounced it will introduce “in a test 
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territory in Texas” a new food fat 
to compete with butter and mar- 
garine, “better than the latter and 
cheaper than the former.” 

Called Cloverbloom 99, it is a 
patented mixture of milk and veg- 
etable oils, so churned as to “have 
all the taste, texture and nutri- 
tional characteristics of sweet 
cream butter.” Armour says Clo- 
verbloom 99 will be “sold as mar- 
garine is usually sold, as a white 
product or with materials for col- 
oring it included, but most of it 
will be yellow.” 

Sales will be expanded to other 
areas, and facilities built to make 
the product, following the test in 
Texas. 


McGraw-Hill Unit 
to Serve American 
Business Overseas 


New YorK—A special unit to 
service American business over- 
seas has been set up by the Mc- 
Graw-Hill International Corp., Eu- 
gene P. Warner, vice-president and 
general manager, announced last 
week. 

The new unit, called Overseas 
Business Services, will undertake 
foreign market studies, make ec- 
onomic surveys, shoot industrial 
movies, and generally execute as- 
signments in any part of the world 
for United States companies, Mr. 
Warner said. 

The company maintains repre- 
sentatives in 70 foreign countries, 
and has a staff of foreign trade 
counselors and research specialists 
at its New York headquarters. 

“Our overseas network was de- 
veloped initially,” Mr. Warner 
said, “to supply our own publi- 
cations with accurate business and 
industrial intelligence and advice 
of a type not available from any 
other source. 

“As a result of continuing re- 
quests from outside companies for 
assistance, the International Corp. 
decided to create Overseas Busi- 
ness Services to aid American bus- 
iness in the furtherance of its for- 
eign trade.” 


Starts Morning Disc Show 


A new two-hour morning show, 
from 6 to 8 a.m., six days a week, 
featuring Disc Jockey Bill Ley- 
den, has been announced by 
KFWB, Los Angeles. The station 
has established a new class C rate 
for the show—six 15-minute par- 
ticipations cost $210 weekly; a 
strip of six one-minute announce- 
ments cost $75.60 per week. Also 
offered within the two-hour pro- 
gram is a package of 24 three-min- 
ute newcasts weekly, at $500. 


Landy Leaves Stonhard 


Neal Landy has resigned as ad- 
vertising and sales promotion di- 
rector of Stonhard Co., Philadel- 
phia, building maintenance ma- 
terials. 


Heads Fleischmann Sales 


Standard Brands, New York, has 
named Albert Pleus, sales promo- 
tion manager of the Fleischmann 
division for the past four years, as 
manager of sales promotion and 
advertising for that division. Mr. 
Pleus has been with Standard 
Brands since the beginning of his 
business career. 


Billingsley Talks to ABP 


A. L. Billingsley, president of 
Fuller & Smith & Ross, will be 
the luncheon speaker Nov. 29 at 
the two-day fall conference of the 
Associated Business Publications | 
at the Biltmore Hotel, New York. | 
He will discuss the business press, 
business paper advertising and ad- 
vertising in general. 


Al 


Signs for ‘Ladies First’ 


Green Spot Inc., manufacturer 
of Green Spot orangeade, has 
signed to sponsor five quarter- 
hours a week on “Ladies First,” 
heard over 24 Don Lee stations in 
California, Arizona and Nevada. 
The contract is for a test period 
of six weeks. Philip J. Meany Co., 
Los Angeles, is the agency for 
Green Spot. 
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While researchers spin new measurements of 
magazine effectiveness, these success stories are based on results 


Seeking new media for mail order sale of books, 
William H. Wise & Company—11 years ago— 
broke with tradition and published a full-color 
back cover in The American Weekly. 

Unique is the accuracy with which mail order 
advertisers judge results. Coupons, dollars are an 
exact yardstick—measuring magazine effective- 
ness to the penny. 

It was on this “produce-or-else” basis that 
William H. Wise & Company first tested The 
American Weekly with an advertisement—on 
September 11, 1938—for their “Popular Educa- 
tor”. . . a home study high school course. 

So immediate was coupon response, along with 
cash orders, that a second advertisement was pub- 
lished only two months later. Again sales boomed 
—for a company which broke with tradition! 


Continued story: 


Significant to merchants, manufacturers, and adver- 
tising agencies, is William H. Wise & Company’s 
long association with The American Weekly —and 
the accumulated proof of this magazine’s power to 
sell books to people in homes—the same people who 
buy automobiles, household appliances, furniture, 
cosmetics, dentifrices, and spend millions of dollars 
for food and drugstore products. 

Since 1938, William H. Wise & Company has pub- 
lished 100 color page advertisements— mostly back 


covers—in The American Weekly . . . at a space cost 
of $1,963,000. All of this investment came back in cash 
orders . . . plus the profit needed to continue in business! 


A single advertisement for their “Garden Ency- 
clopedia’’— which now sells at $5.00—has appeared 
in The American Weekly 19 times . . . at a space cost 
of $375,000. And this despite the fact that The 
American Weekly’s primary distribution in homes 
in and around our great urban centers would not 
seem to suit it for the sale of a garden book. 


Let’s look further: 


Success stories in The American Weekly’s vast file 
are by no means limited to a few firms. In 1948, the 
*‘“Good Housekeeping Cook Book’’ was advertised at 
$3 a copy. The offer appeared in the issue preceding 
Labor Day, when customers were assumed to be ‘“‘off 
on a holiday,”’ and produced 23,588 orders in 19 days! 


A Bible costing $15.95 was first advertised in a 
full color back cover in the February 22, 1942 issue 
of The American Weekly. So overwhelming were 
orders that the same advertisement was still being 
repeated more than 6 years later. 


During the past 11 years such successes— measured 
always by the produce-or-else yardstick—have in- 
fluenced a growing list of publishers to insert more 
than 234 pages of direct mail book advertising in 
The American Weekly .. . at a cost of $4,787,532. 
On this “‘social register’’ appear the names of such 
publishers as: BOOK-OF-THE-MONTH CLUB, 


Cock-a-doodle-doo! 


The October 16 and October 23 
issues of The American Weekly 
were each successively the 
largest in volume of adver- 
tising revenue in the history 
of this publication. 


SIMON & SCHUSTER, WALTER J. BLACK, 
THE GROLIER SOCIETY, UNICORN PRESS, 
DOUBLEDAY & COMPANY, GREYSTONE 
PRESS, and others. 


Food for thought: 


There is one national magazine, The American Week!y, 


_ which delivers a printed advertising message to more 


people in more homes than any other. Its depth of 
penetration into both major markets and small com- 
munities has repeatedly created—for the makers of 
household appliances, automobiles, cosmetics, foods, 
and other products—the same successes it has 
written for our leading book publishers. 


Through The American Weekly, advertising mes 
sages attain a circulation of 9,868,474 A.B.C., pro 
viding a minimum of 20% family coverage in 4,35. 
places of 1000 population and over—and at thc 
lowest cost, as shown: 


*Latest Cost per colo: 
net paid page per tho: 
circulations sand circulati 
The American Weekly 9,868,474 $2.25 
BARDS 6 Vis «0s 0c 0 o eee 4.45 
Saturday Evening Post 4,034,169 3.97 
Collfer’a ..+ccc 0 0 GOtaaee 3.66 
Perr crrre °F 3.95 


*The above figures for The American Weekly represent the 
combined circulations of the 21 great units which distribute this 
magazine and are based on the figures as shown in the individual! 
A.B.C. publishers’ statements of the comprising components for 
the 6 months ending March 31, 1949. All other figures are from 
the A.B.C. publishers’ statements for the period ending 
dune 30, 1949. 


THE AMERICAY 
Sch EEKL 


“(4 Hearst Publication’’ ; 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, Y. 
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